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euh Truth Is Mighty 


The final answer to all 


advertisements based on “you can’t tell the difference between $40.00 and $4.00 
shoes” —‘‘even experts are baffled,” etc., etc—Preface note by our Editor. 




















We are just beginning to realize that altruism, unselfishness, generosity, honesty. 
sincerity, frankness, all that list of old-fashioned virtues, have a definite dollars 
and cents value in business; that they are not vain gestures, that they are not 
throwing the dust in the eyes of the public, that they do build up that one com- 
modity on which we depend: belief and confidence. 

And yet we stop short of these things in advertising copy. The effect of an 
unmistakable burst of frankness is dynamic, and yet how seldom it is employed. 
How seldom do we admit that our product is not the best, the biggest, the most 
widely sold? How seldom we concede some merit to a competitor. And how it 
would strengthen our story if we did. How much we do need a little humility in 
our copy to neutralize the bragging note! 

I once knew a man, a pleasant chap, but an inveterate liar. And what is 
worse, he always advertised himself as a liar. When some one told of losing 
fifteen dollars in a poker game, he told how he lost thirty dollars. When some one 
caught a fish a foot long, he caught a fish two feet long. Whatever we talked 
about, he always went one better. It made very dull conversation, and it never 
sounded true. The sweeping claims of some copy have the same effect. It isn’t 
interesting, and it sounds like lies. 

We are all of us more or less straining the credulity of this believing world, 
and we will probably continue. But we ought to pause and study this matter, 
and ask ourselves what effect it has on the public acceptance of advertising? 






























It amuses you to hear truth 
suggested as an element of successful copy. Truth in Advertising has been made 
a slogan, and its promotion has become an uplift movement. It is touted by the 
Advertising Clubs with the virtuous unction of Sunday-school evangelists. But I 
do not mean that kind of truth. I do not mean anything so simple as selling 
horsehair mattresses stuffed with cotton, or veneered furniture as solid mahogany. | 

We are not concerned with the kind of dishonesty that can be haled into — 
court, or stopped by a fraud order. The cruder forms of dishonesty take care 
of themselves. They are outside the providence of our copy writers. I am 
suggesting honesty as an ingredient of advertising to make it more believab,el 
exactly as I would suggest a new technique in designing or a new type of style. 

It is a peculiarity of this writing trade that a thing to sound true must be true. 
All evasions and pretenses reveal themselves as such. If we pretend, our copy 
is pretentious. This is recognized in some agencies, where no man is asked to write 
the copy for an article or service in which he does not believe. 

More than that, if we allow ourselves to be complaccent about it, if our 
state of mind is that it does not matter, that state of mind gets over, too, and 
becomes part of the state of .nind of our public, and adds to its impressior 
that you can’t believe advertisements. 























Earnest Elmo Calkins 


America’s Outstanding Authority ‘dn 
Advertising Technique. 












Ne only is the autumn 
well advanced, but winter is almost upon us, which 
means that the new clothes are out in full force and 
there is no longer any doubt as to what colors and 
materials will be the mode for the coming months. 

Patou launched a dark brownish red, and I learned 
this afternoon that he is making more of that color 
than of any other. Dark bottle green is second best, 
followed by all the warm shades of brown, and of 
course black. The brownish red is good for both day 










Oxfords 
and 
Pumps 
Leaders 
in 
Patterns 


Vogue 
of Velvet 
Evening Shoes 
Grows 


18 


greens, black outlined white, and light beige com- 
bined with dark brown, rather a warm brown antelope. 


and evening. For day wear it is in tweeds, georgette 
de laine, velours de laine, reps, etc., as well as all the 
silks from crepe de chine to a heavy faille. Taffeta 
is the latest material for evening. Taffeta frocks are 
running races with velvets and the allover spangles 
for favorite. 

Day shoes are in box leather, the new brownish 
red, all shades of brown and dark green. Trim- 
mings for such shoes are perforations, or narrow 
bands of lizard in same or contrasting shades. Black 
patent is used again, combined with antelope or water 
snake. Of the reptiles, crocodile and water snake are 
most in vogue. Crocodile is in all shades of brown, 





The “footing” shoe, footing for the French mean- 


ing walking, is a sensible country oxford with rather 
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As Paris Views the | ( 


















low leather heels, broad soles and some sort of trim- 
ming on the vamp. Many sturdy shoes have trimmed 
vamps and quarters with perforations. Bally has a 
good oxford made of beige and dark brown calf, 
vamp and quarters, lower, of the brown, upper vamps 
and quarters of light beige, with bands of brown out- 
lining the instep lacing and bordering the throat. 
Wherever there is a joining the outline of same is 
perforated in straight line of small dots. Extension 


soles and flat leather heels complete the effect. There 
are also models of brown antelope and light mahogany 
crocodile combined in much the same way as the 
brown and beige model, except that there are two 
eyelets instead of four, lighter weight soles and Cuban 






By 
MARQUISE 
VAHDAH 
DE BONIS 


Prevailing 
Trends 
in Footwear 

and Ornaments 






on the vamp makes a moccasin effect. The instep is 
outlined with cording, and a line runs from that close 
to throat on shank and quarter to heel seam. Narrow 
extension soles are used, and low leather heels. This 
type of shoe is new for Hellstern. Other models at 
this house are along pump lines, for day and evening, 
and variations of straps. Materials for evening are 
satin in the lead, crepe de Chine, brocades to tone in 
with ensemble, and with small bag to match. 

The vogue started at Le Touquet for velvet eve- 





heels. These two models are made in dark blue and 
dark green. 

Hellstern has a smart street oxford for mornings 
in town, made of smooth, red brown calf. Cording 
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ning shoes was even more evident at Biarritz in Sep- 
tember, where all the smartest women were al- 
ready wearing some of their new winter clothes. 

[TURN TO PAGE 66, PLEASE] 





















Don’t Hitch 


Waar would you say of 


a navigator who sailed out on the high seas and then 
forgot where he was going? 

“And suppose in his hysteria he should forsake 
the fixed unchanging stars he’d always known, and 
steer his course, full steam ahead, by some shooting 
star that flashed across the heavens.” 

“I don’t know what you’re driving at,” Charley 
Bowman answered his father, “but I’d say he might 
make a lot of speed without getting anywhere.” 

“And that’s just what too many shoe merchants are 
doing this year! There’s no denying that business 
has been buffeted by adverse winds. But at such 
times it would seem natural for the business navigator 
to stick more closely to his tried and true policies. 

“Yet this. year has witnessed many cases of shoe 
retailers junking their usual sensible practices and 
steering by the shooting stars of passing schemes that 
promise quicker rewards. 

“T call them shooting stars because they are fly- 
by-night policies, which seem for the moment so 
attractive they blind the merchant to the safer 
courses.” 

The thought flashed through Charley Bowman’s 
mitid that Bowman ‘& Sons, under his father’s lead- 
ership, had"wédthered ‘many depressions iti years past. 
OF cOtrsé:!"Bint—2Bisiness is ‘different How: 

“Remember? "Dad, he commented, “this is an era 


Your Wagon 


And beware of the 
like this, to exchange 
chandising practices 


-— eS 


of changes. Last year’s methods won’t do now.” 

“Maybe so, Charley. However, I sometimes think 
that word ‘change’ has been over-advertised. We're 
led to believe that day lost in which no old idea has 
been replaced by a new one. We’re inclined to wor- 

ship change for the sake of change, rather than 

for the sake of improvement. Too often it’s 

a case of greener grass across the river.” 
“For instance?” Charley suggested. 

“To begin with, no one store can serve the entire 
public. A retailer’s first duty is to determine what 
niche he intends to fill, what part of the whole public 
shall be his public, then steer accordingly. That’s his 
destination, his job in life. Provided he has started 
right, he’ll do best to stick to his course even though 
the results for short periods now and again are un- 
satisfactory.” 


| im Bowman went on 
to explain what he meant by “shooting stars.” Temp- 
tations, he called them, which at times might be thor- 
oughly sound policies; at other times, merely wild 
ideas which promise temporary “speed,” but which 
tend to divert the merchant from the course he has 
mapped out. 

Activity is often confusing, said he, and speed with- 
out progress is wasted effort. As examples, he named 
the following: 

Mid-season sales, staged as an artificial stimulant to 
business, nor because a clearance is in order. 

Lowering of grades, which may be temporarily ex- 
pedient, yet dangerous to hard earned good-will. 

Looser credit policy, possibly too lenient for profit. 

Erratic Advertising, trying radio one month, direct 
mail the next, billboards the next, etc., with negative 
results. In newspaper ads, changing the style of the 
ad so frequently that the store’s’ publicity loses all its 
character and unity. Newspaper advertising is most 
effective when the same distinctive style is continued 
utitil’ readers recognize the ad without looking at the 
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temptation, in a season 
tried and proven mer- 
for experiments 


By MURRAY C. FRENCH 





signature. Thus cumulative force is obtained. 
Overloading with “bargains,” which are too often 

impossible to clean out at a profit and which are highly 

dangerous to the merchant who values his reputation. 
Changing managers. The new man always 


insists on many changes. He wants the house nN 


to know he’s a live wire, not an old fogey like ’ 
the man he’s replacing. i 

Changing salesmen on the “hope” the new 
man will be better. Breaking in a new employee costs 
money. 

Changing lines because the old line has an off sea- 
son. Every factory hits a snag now and then. The 
new line may live up to expectations and again it may 
not. In either case the change makes odds and ends 
out of the old line, for different factories’ products 
don’t dovetail well. 


Lewering mark up. Don’t 
be foolish, you can’t undersell competition. The more 
you try it the harder competition will make it for you. 

Outside investments to get rich quick. Before you 
invest, investigate. 

Paying too much attention to the “occasional” call 
outside of the chosen range of prices. You can’t sell 
everybody. Better do a good job at what you’re 
doing than a poor job at what everybody else is doing. 

Slashing expenses indiscriminately merely because 
that’s the popular cure-all. Remember expenses keep 
your store running. 

Cutting salaries. Careful! Instead, try first to find 
greater and more productive responsibilities for each 
employee. 

Discarding the budget because it didn’t work out 
to suit you this season. 

Copying competitors. The changes they make are to 
fit their own needs. They probably will not suit any 
other store, yet it’s hard to resist imitating them. A 
great deal of effort that is supposed to be “competing” 
is nothing more than copying. It’s the old mob 
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To a Shooting Star 

















psychology, follow the leader. There would be no 
leaders if there were no followers. Ponder over that. 

Listening too hard to outside tendencies when they 
differ from home town conditions. Many inland 
stores lose money year after year because they are told 
that to be up-to-date they must buy sports shoes in the 
same proportion as Los Angeles and Palm Beach do. 

In every city in the land local demands differ widely 
from national trends. Be prudently hard boiled. Re- 
member you are buying, not for the nation, but for 
the little handful of customers you have attracted. 
Customers’ demands, thank goodness, are still gov- 
erned by local option. 


66 
Any of these changes 
may be exactly what a business needs to give it new 
life,” old Jim Bowman went on to explain. “On the 
other hand it may be overthrowing the very policy 
that has contributed most to the store’s good-will. 
“Therefore, before a merchant makes any changes 
of policy, no matter how small, he should ask himself 
two questions : 
“First, is it profitable? 
“Second, will it make my store more like the institu- 
tion my customers want their store to be? 
“The first represents the internal, temporary view 
[TURN TO PAGE 70, PLEASE] 
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A heavy weight sport shoe of tan Scotch grain with an apron 

of genuine cordovan leather. The edge of the rubber com- 

position sports sole is ten and one-half irons in thickness. To 

this thickness, if the weight of the sole is to be judged ac- 

curately, must be added the thickness of the raised pattern— 

in this case about three and one-half irons, making the total 
thickness of the sole 14 irons. 


This shoe combines many of the features of the heavy weight 

shoes for winter which originated in England—even to the 

reverse welt which makes for water-proofness on wet days. 

As in other sport soles of this kind, there is a raised design 

on the sole to prevent slipping and to increase the thickness 

of the sole and increase its durability. This number is of all- 
over brown calf. 


A dressier model for street wear carrying a sport sole which 
may be either smooth finish or the so-called “flat” design, no 
portion of which protrudes beyond the level of the sole itself. 
This street sport type has a slightly heavier edge measurement 
than the soles with raised designs and the shoe has been 
fitted with ‘the straight (or square) breasted heel, carrying 
an outline similar to the regulation rubber heel. Combined 
with a heavy welt, they make a heavy-looking shoe. 


Heavier Types 
In 
Sports Footwear 


© as shoes as an all- 
the-year-round source of extra pair sales have been given 
an impetus by the introduction of heavier types of sport 
soles of composition rubber. For these the claim is made 
that they can be worn throughout the winter, either on 
street sport footwear or on golf shoes. Certainly, for fall 
and the early part of winter, shoes of this type have a 
logical place in the stock of many stores. 

Three shoes of the general types recommended for sale 
at this time of year, and later, are shown on this page. 
All carry bottoms the equivalent in thickness of a 14-iron 
leather sole. The edges of the sport soles, it is true, do 
not show this thickness, but it is made up elsewhere. One 
shoe has an extremely heavy welt which gives it additional 
weight. Two of the others have an edge measurement of 
10% irons, but the raised designs on the bottom of the 
soles adds from 3% to 4 irons to the thickness. 

None of these heavier sport type soles have an edge 
thicker than 10%4 irons, except those which have plain 
bottoms or those in which the non-skid design is of the 
kind known as “flat”—no portion of the design project- 
ing beyond the true bottom of the sole. These plain com- 
position soles and the ones with flat designs are male at 
least as heavy as 12 irons. 

In selling these types of footwear to golfers for fall 
and winter wear, it may be argued that they cushion the 
feet against the shocks experienced in tramping a frozen 
course, that they are wet proof, that they are non-skid 
and that they are durable. The same argument can be 
said to hold true of the shoe designed for street wear, 
equipped with sport soles, with rubber soles, or with 
plain finished composition soling material. 

The bottoms of these sport soles come in an almost end- 
less variety of patterns, some ornamental and some other- 
wise—but all designed to be of utilitarian value in prevent- 
ing slipping. This is the primary object of the 
design. Its ornamental value is purely incidental. Gen- 
erally speaking, three kinds of slipping must be guarded 
against—the forward or backward slip, the slip to the side 
and the diagonal slip. All designs have been tested for all 
three before being accepted. There are even smooth tread 
composition soles on the market for which a high degree 
of “non-skid-ability” is claimed. 

Golf, which began as a summer sport, has been enjoy- 
ing a longer and longer season every year for the past ten 

[TURN TO PAGE 62, PLEASE] 
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WINTER-WEIGHTS 
WHEN 
SNOW FALLS 








BUY NOW 
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FOR 
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Sell Winter Weights Now 


An Extra Pair Salable to 


DON'T 
SUFFER 
COLD 
FEET 











Every Man in Next Ten Weeks 


Hiheavyweights are in again. 
They have a special place in mid-winter. Aside from 
the fact that mid-winter sports necessitate specialty 
footwear of heavy construction, there is a regular city 
and town demand for heavyweight walking shoes, to 
be worn with heavy wool socks. In the region where 
the snow flies, shoes of extra heavy-weight are salable 
in November, December, January and February. 

There is even an interest in heights higher than ox- 
ford, in regular. walking-boot lengths, half calf and 
full-leg boots, bordering on sportwear. 

Already this season, the interest in heavyweights 
for outdoor wear has been surprising to many mer- 
chants in the north. The beginning of the demand 
for heavyweight oxfords came with the imported 
double-vamp which developed out of the officer’s war 
boot—guaranteed waterproof. For a number of years, 
there was no successful imitation of the imported 
double-vamp shoe. Today a number of factories not 
only produce the shoes in a full line of sizes and types: 
but actually excel the imported article. The use of 
two modes of manufacturing, both Stitchdown and 
Welt, produces the double-vamp effect which is com- 
paratively waterproof. 

In the heavy winter weights, the use of the heavy 
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grain leathers—Pebble, Scotch and Norwegian in dry 
and oil finishes—gives to this division of shoemaking a 
character of its own. 

Another development, after several years of trial, is 
the all-one piece, plain toed, heavy shoe with but one 
seam at the back. This shoe has the same merits as 
water-proofness, sturdiness and seasonableness. As a 
selling item to boys in college or as gifts to young 
men in college, this boot with its convenient sales 
article on heavy socks, is a real seller. 

The winter demand is centering on a very dark 
brown, which leads the black winter-weight sale. 

We illustrate on this page quite a remarkable photo- 
graph of a winter-weight Blucher oxford. This is 
one of the first attempts on the part of the Eastman 
Kodak Company to develop a truthful representation 
of a shoe. Most she men know that its is exceedingly 
difficult to get a proper picture of a shoe because the 
eye has been accustomed to the idealized shoe draw- 
ing. This picture was taken with a long focus lens 
which develops a picture without distortion. When a 
short focus lens is used, the camera comes too close 
to the object to obtain good perspective. 

But try the reverse in window display during the 
[TURN TO PAGE 62, PLEASE] 
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It’s “Everybody's Business” Now 


LL over America we are seeing a return to san- 
ity. Business men, themselves, are beginning 
to see that it is their responsibility to make all people 
capable of working, both producing and spending 
members of society. When business men give to the 
worker a sense of security then, and then only, will 
that man and his family continue their normal ways 
of buying and using the commodities of civilization. 
When people are in doubt, they practice stringent 
thrift because of the possibility of the need for every 
dollar for food and heat. 

November will be known for its great efforts made 
to stabilize not only business but individual buying 
power. This hysteria based on the fear of unemploy- 
ment has gone far enough. When no man feels that 
his job is secure, the primitive caution of self-preser- 
vation brings about: denial, acute economy and rampant 
pessimism. 

A better spirit is in the making. Several nationally 
known shoe merchants have expressed in one of their 
own pages the first path to real economic stabilization. 
They have said to their employees, “Your job is safe.” 

When it was nobody’s business, other than that of 
the man who lost his job, to find employment for head 
and hands, the situation was being aggravated every 
day through more people being tossed into unemploy- 
ment. Now, when it is everybody’s business to see 
that everybody is employed, so that everybody can 
continue to buy and sell, then surely we are headed 
in the ‘right direction and better business is in the 
making: 

vvv 


Harmful Rumors 


HERE is altogether too much free transmission 

of unfounded rumors in regard to buyers, sales- 

men, manufacturers and the financial situation of or- 

ganizations, generally. We have never encountered 

such a large percentage of wild stories, so readily re- 

peated by the uninformed, to the detriment of the 
industry as a whole. 

It is bad enough for a rumor to get circulated that 

a factory is closing down, whereas it only shortens 
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up, by one day, its production schedule weekly. But 
when tongues hop to unfounded rumors, giving wide- 
spread repetition of financial instability, then that 
story has become malicious. Wild talk should be 
stopped. 

Recently a prominent shoe buyer spent an uncom- 
fortable week counteracting a rumor that he had 
got another job. A host of applications for the 
seat that he hoped to continue to warm proved em- 
barrassing both to the store and to him. 

Traveling salesmen are continually harrassed by 
stories that they are leaving or being discharged from 
good connections. The common habit is for some 
well-intentioned individual to repeat the rumor and 
instantly applications are made by wire and all mis- 
chief breaks loose. 

Let’s try to stop these weird tales because they 
cause additional stress to business at a time when the 
hest brains and hardest work are needed to do the 





Ask Me Another 


—How did October dividend payments com- 
pare with other quarterly periods? 


—TI believe the total amount was the largest 
on record. 


—What was the amount? 
—$475,094,394, to be exact. 
—W here did all that money go? 


—To thousands of security holders all over 
this great country. 


—Why doesn’t business show the effects of 
that great distribution of purchasing 


power? 


—It will, just as soon as the fear complex 
is replaced with a confidence complex. 


tH. Te. 


President. 
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You Can Save 
By Buying Now 





One of the largest retail institutes in 
the world has just compiled a scale show- 
ing the relative prices of a large and rep- 
resentative list of staple items in greatest 
demand. 


Using prices in force September 2, 
1929 as a basis of $1.00, this table shows 
clearly the substantial savings that can be 
made by buying now 





September 2, 1929 . . $1.00 


March 1, 1930 B4c 
June 1, 1930 .......- B3¢ 
July 1, 1930 .......-+ Ble 


In other words, what cost you a dollar 
in 1929 costs you 81 cents today Retail 
stocks are at the lowest point in years The 
normal pickup in retail selling which al 
ways comes for necessities in the early Fall 
1s bound to be reflected in higher prices 


The last two weeks in August showed 
a definite impr t holesale trade 
The wise person will buy NOW and SAVE 
money 





Bridgeport 
Chamber ‘of 
Commerce 
























































tu iu 
Bridgeport Says “Buy Now” 
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every-day job. The recurrence of these “calamity 
yarns” retards resumption of a normal attitude toward 
business. It is instead time for constructive forward- 
looking. 

The evil of a nimble tongue is most difficult to com- 
bat. Let’s not believe anything that will injure any- 
body else, until we have proof. Even then, let it be 
a sole problem of that individual and let the rest of 
the world—“mind its own business.” 
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A “Good Grip” on Inventories 


ANY superficial thinkers have been holding out 
the hope that shoe inventories are low, so that 
when the big swing comes, the merchant will be im- 
mediately in the market for huge gobs of shoes. 
“T’aint so,” everywhere. Just because production has 
been reduced and people need shoes, there does not 
automatically develop the conclusion that inventories 
decline in ratio. 

The thing to do is to look at inventories not in num- 
bers of pairs but in salable units. Most shoe inven- 
tories are in bad selling shape, There are numbers of 
pairs in the basement—most of them will stay there 
unless moved at a sharp sacrifice. We are bound to 
see a great dumping of unwanted shoes in January, 
February and March. When merchants take their 
January Ist inventories, we hope that they will look 
at shoes with a cold eye. Clean out style-dead shoes. 

Therefore we are seeing one of the lags in indus- 
try caused by old merchandise that doesn’t seem to be 
moving, no matter what price is marked thereon. 

You see, the customer looks at shoes with two eyes 
—one for its style appearance and the other for the 
“most for the money.” We believe it good merchan- 
dising practice for the merchant to take a two-way 
look at his stock—one in the outward movement of 
shoes that will only sell because of price ; and, second, 
in the inward movement of goods that will only sell 
because of style and special features. 

“Retail business,” says S. J. Brouwer of Milwaukee, 
Wis., “is like trundling a wheelbarrow. As long as 
a man has a good grip on the handles and is pushing 
it, it goes somewhere. The moment he stops, the 
wheelbarrow stops.” 

Every store in America is a going-business. It is 
always in the market for new shoes, for otherwise 
the wheelbarrow will stop. Every store in America 
should also contain a good stock-worker. As long as 
he keeps moving the old goods out, “he is going some- 
where.” The minute he stops, the shelves in the base- 
ment get clogged with shoes. He should always be 
moving new stock in—the minute he stops, goodby 
reputation. Inventory is a matter of movement and 
not of mass mathematics. 







































Play Children’s 
Shoes for Profit 


A Well Planned Stock, Proper Fitting and Fair Prices 


Foundations for Success 


By LEO A. PROVOST 
Children’s Shoe Buyer for Thomas S. Childs, Inc., Holyoke, Mass. 


When a shoe merchant thinks 
of his children’s department as a good feeder to the entire store, then the 
importance of the juvenile section is made apparent. 

The continued loyal support of children customers is only brought by a 
thorough understanding, not only of children’s needs, but of the children 
themselves. It is, therefore, apparent that to successfully sell the younger 
trade, the persons who contact them must be in thorough accord with their 
problem, particularly the shoe question. 

That is a pretty big job to saddle on the manager of a children’s depart- 
ment, but it is there and must be faced. A little reflection will make plain 
the ramifications of solving the children’s problem as the questions of fit- 
ting, quality, utility and desirability are of equal, vital importance. 

A family shoe store to grow year after year and decade after decade 
must have the loyal support of those younger members of a community. 
Graduating from the baby section to the children’s department, and later to 
the men’s and women’s, is but the ordinary development of a living, growing, 
progressive shoe store. That regular trade does not come to an establish- 
ment on account of the name over the door but from the stock on the 
shelves, together with the way and manner in which the trade is treated is 
a recognized fact. 

Good shoes, well fitted, well styled, reasonably priced and popularly sold 
to the children of any town, will build business for the store that features 
this combination. 

Unless a merchant is keen for selling children’s shoes, he had better stay 
out of this business altogether. This does not necessarily mean that he 
personally likes to merchandise and sell in this department, but he must 
provide sufficient man power to whom the liking for, and understanding 
of, children’s shoe problems is a pleasant job. 


Turns, Infants’ Sizes, 4-8 


Z ec ci 


Infants’ Welts, 4-8 


“It is our experience that 95 per cent of all or two widths of shoes will find himself with an ‘ 








sales lost in the children’s department are due 
to the lack of sizes and not styles,” says J. R. 
DeWitt, children’s buyer for Alfred J. Ruby, Inc., 
Chicago. “And, if the staple shoes are kept sized 
at all times there will be very few sales lost. When 
such a condition exists the percentage of mark- 
downs at the end of the year will be lessened, 
because of the high rate of turnover on a balanced 
stock of staples. 

“The mothers of today are so well educated in 
buying children’s shoes that the retailer who tries 
. to build up a children’s business carrying only one 


almost impossible task. The staple shoes should 
be carried in all widths. By that | mean, children’s 
shoes from size 82 to 12 should be carried from 
A to E, misses’ shoes from AA to D, and growing 
girls’ from AAA to D. With a stock so sized the 
loss of sales is practically impossible, and the pro- 
portion of misfits should be negligible. 

“The best thing in favor of a department stocked 
along these lines is that 99 per cent of the shoes 
can be procured within four days from the manu- 
facturer, allowing the owner to do a large volume 
on a small investment.” 
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The percentages illustrated on these pages represent a Soft Soles ...... $ 100.00 y 
if Seakdone of the children’s department of a large city shoe Moccasins ...... 3,700.00 
store. eee 1,900.00 
Considered as a group, these figures look this way: Welts .......... 4,300.00 
Soft soles represent.... 1% of the total stock $10,000.00 
2. ae 7 “ oe “ “ : 
agp ag se oe a A - As the young women grow up, they wear more turns in 
Welts represent........ arr. proportion as dress shoes. 
Growing Girls, Sizes 2-8 
100% ii, rere? 32% 
Granting the foregoing is a fair picture of children’s de- Welts . .......-- 46% 
partment in the representative stores, the average store car- Moccasins ....... 22% 
rying an inventory figuring $10,000 at cost would have the - i J 
wk. investment divided practically as follows: 100% 











A merchant, too, must be in sympathy with the workings of the 
children’s section. Too many executives measure all departments 
of their store by the same stick—that of gross sales per person. 

Evidently they do not realize that a person who sells 20,000 pairs 
of children’s shoes annually makes out twice as many sales checks 
as a man who sells 40,000 in women’s shoes. And the good Lord 
Zp only knows how many more people a salesman must satisfy in order 
Children’s Turns, 82-11 to sell children’s shoes. 


@ 
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Besstey a new development has 
begun to make itself manifest, viz: The influence of the $5.00 and 
$6.00 one price chain stores on the price question. Up until this 
complication arose, it was not a very hard job to convince a mother 
whose little girl wore a size 1A shoe that five to seven dollars spent 
on a correctly fitted shoe, of good material, was a good investment 
in future foot health and comfort. Those same logical arguments 
fall flat today, for the mother argues if women’s shoes can be sold 
for $5.00 and $6.00 in all widths, why should not footwear for her 
little girl be much under that price. “Surely it does not take as 
much leather and time to make a child’s shoe as it does a grown 
woman’s,” we hear exclaimed nearly every day. 

Individuals who have a wide diversity of thought must be brought 
to one common basis in order that a sale may be made. They must 
at least agree on a certain shoe for a certain purpose. Trying to 
reconcile the mind of a determined young miss who has her mind 
set on a pretty little shoe to that of her equally determined mother 
who insists on a good, strong shoe, is a selling job requiring the 
utmost tact, patience and knowledge. . 

It is a well known fact that nine out of ten children will not give 
the right answer to the question, “Does the shoe feel all right?” 
If a child does not like a shoe, it always hurts. Then there is the 
fear when trying on a shoe that if the youngster says the shoe does 
not feel comfortable that there is no more. Grown ups can be de- 
pended upon to answer accurately possibly 50 per cent of the time, 
but not so with children. 

It is hard to get set notions out of the minds of a great many 
shoe merchants. One of the ideas that still sticks is the fallacy that 
children are only in the market for new shoes at certain times of 
the year—Labor Day, Christmas and Easter being the supposedly 
major dates when all the children are supplied with new footwear. 

Look back for the purpose of checking up on the relatively small 
business that the opening of schools meant. A great many sunny 
days through August saw our children’s department comfortably 

a full. The reason was not that school opened in a few weeks, but 
Misses’ Welts, 1112-2 that children needed shoes then. 
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Chitaren are treated the 


same as grown people in our store. Their feet are 
measured and properly fitted. Right here let me say 
that this is one part of our service that gives this store 
its reputation of fitting children properly. Our sales- 
men must not put a shoe that is too short on a child. 
We carry widths enough to enable them to fit the foot 
as it should be fitted. Mothers appreciate this. We 
cater mostly to boys and girls, but sell shoes for babies 
too, and specialize in low heel shoes for women. The 
children’s business is our bread and butter. 

Salesmen must like children, must be able to chat 
with them, gain their confidence and serve them with 
all earnestness. In fact, every salesman we have in 
our employ has children of his own. 

From the beginning we have made it a rule to pre- 
sent children with some sort of a gift after a pur- 
chase is made. They now look for and expect this 
when they come to the store. Naturally when mother 
announces at home that she intends to get Johnny or 
Mary a pair of shoes, the child at once sees that 
mother takes them to the Juvenile. This suits mother, 
because she is sure she’ll be able to get th child fitted 
and get the job over satisfactorily without having to 
go all around town before she gets a pair. 

Recently a man told me that he appreciated our 
store very much, because if he could not get nearby 
parking space, he could let his wife out at the store. 


Plenty of Sizes and 
Widths More Im- 
portant T han Great 
Variety of Styles in 
Stock of Juvenile 
Department 


By 
R. W. GROVES 


President, 
Juvenile Shoe Co., 
Tampa, Fla. 


Driving around the block once or twice would give 
her time enough to come out with a pair of shoes. 
Quick, dependable service always brings them back. 

We are never hard boiled with a customer when 
making adjustments, as we are determined to satisfy 
her. Even if we lose on that particular transaction, 
we find it pays us in the long run. When we have a 
special sale on anything, no matter how low the price 
may be reduced, we always gladly make exchanges 
or refunds. How many times you’ve read an ad, “No 
refunds, no exchanges. All sales final.” To our way 
of thinking that’s mighty poor advertising. 


A stock of children’s shoes 
does not have to consist of a large variety of styles. 
It is better to have fewer styles with more sizes and 
widths, so as to be able to fit the foot in the styles you 
are showing. The child becomes confused when 
showed too many patterns. As a rule if the child is 
fitted the mother will buy, just so long as the shoe 
is somewhere near the style she had in mind. Children 
will pick out what they like at once when shown three 
or four shoes. Then all there is to do to make a sale 
is to give the proper fit. 

As for stock, in oxfords we will carry say a patent 
and a patent trim, a black calf, a tan calf and an elk 
or some elk trim right through in the three runs of 
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Requirement 


sizes. These will be carried in widths. Generally we pick 
most of these oxfords so that they will sell either to a 
boy or a girl, thus eliminating carrying styles for both. 
For school wear, a line of welts and stitchdowns is 
carried. For the growing girls we find a long line of 
all combinations in oxfords from AA to D is needed. 
When it comes to dress slippers we go into different 
grades and get widths from AAA to D in sizes 2% 
to 8. Sizes 3AA and 31%ZAAA are ones we never get 
stuck on. 

One peculiar thing about the size situation is that 
there are very few size 214’s sold in boys’ or girls’ 
shoes. The child will wear size 2 just as long as 
possible, then generally when the jump is made into 
the larger sizes, will require size 3 or 314. 

One advantage of our business is that we have 
very few close outs at the end of any season. Right 
now I will say we have a stock of shoes on hand worth 
100 cents on the dollar. This is due in a large measure 
to the fact that we watch our stock very closely and 
are very careful in our style picking. 


The one point brought out 


in the newspaper advertising quite consistently is 
fitting the children. A two-column cut of myself 
fitting a little girl is used from time to time. Once a 
year, the first week in September, an anniversary sale 
is held. Newspaper and direct mail copy stress such 
points as the following: 


“This is no forced sale of any kind, but it has been our 
custom every year at this time to reduce our entire stock just 
before school to show our appreciation for the patronage of 
our customers during the year. 

“In addition to the shoes that are out at special prices, we 
offer you a bonified TEN PER CENT DISCOUNT on any 
of our regular priced goods. 

“If you can’t find what you want at special prices, you will 
still be able to buy at reduced prices. 

“No goods are ever bought for this special. What you 
buy you can rest assured will be from our regular stock of 
high-grade merchandise. 

FREE! FREE! WITH EVERY PAIR OF 
SCHOOL SHOES BOUGHT WE WILL GIVE 
AWAY A METAL PENCIL BOX, CONTAIN- 

ING PENCIL, PEN AND RULER. 


“This sale is to be GREATER, BIGGER and BETTER 
than ever before, with lower prices than we have ever had. 

“P.S.—If you need shoes before Saturday, bring us this 
letter, and we will give you the advantage of the reduced 
prices any time this week.” 

More and more the children’s business is becoming 
a specialized business, calling for specialized ability in 
styling, buying, merchandising, fitting and selling. 
The old fashioned idea of making children’s shoes a 
sort of poor stepchild in the family shoe store has no 
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Thrifty 
hrifty Mothers! THE JUVENILE SHOE CO,’s 


Proved 
Profit 


Pointers 


Measure and fit children’s feet with as much care 
and accuracy as you would devote to grown-ups. 


Take extra pains to avoid fitting children too short. 


Teach your salespeople to take an interest in chil- 
dren, gain their confidence and serve them earnestly. 


Present the child with a gift after a purchase is 
made. It makes them eager to come back to you next 
time. 

Have an adequate stock of sizes and widths even if 
it becomes necessary to carry fewer styles in order to 
do so. 

Give prompt service in order that the customers may 
be spared the necessity of long waits. 

Never assume an arbitrary or “hard-boiled” attitude 
in making adjustments. Even if you lose money on one 
adjustment it pays to retain the customer’s friendship 
and good will. 

Make your advertising attractive to children as well 
as appealing to grown-ups. 








place in modern retailing. Neither has the assump- 
tion followed by so many shoe stores in the past, that 
selling children’s footwear is just a necessary service, 
to be carried on with the purpose of cultivating good- 
will but with no thought of profit. The children’s 
business is a vitally important branch of shoe retailing, 
deserving of just as much attention, brains and ability 
as any other branch. When. it is approached from this 
angle it can be made as remunerative and as profitable 
as selling men’s or worrien’s shoes. eer 








“Hey Mister, I'm Somebody! 


” 


Treat the boys like regular fellows. 
Know the way they think. 
Give them what they want. 

Then you'll make every boy a booster. 


By R. E. ANDRUSS 


6 
I didn’t bring much 
of anything with me. I’m going to buy things when I 
get there, so I’ll be sure to be dressed right and not 
look funny.” 

So this lad of twelve, traveling alone from Pueblo, 
Colo., to Poughkeepsie, N. Y., told the writer on a 
through train from Denver. 

There’s modern Young America for you! Keen, 
alert, wide-awake, sure of himself and better dressed 
than ever. 

Along with modern parents, alert merchants are 
giving more and more consideration to the ideas of the 
boys themselves—appealing to their pride and self- 
reliance—letting them know that they have the youth- 
ful versions of the styles their grown-up heroes are 


wearing—knowing and revealing a real knowledge of 
boys’ interests and activities. 

One very successful boys’ department in a promi- 
nent southwestern store is in charge of a man who is 
prominently «identified with school and scout activi- 
ties. He’s a wonderful leader of boys. He even gets 
the boys themselves to help him with his merchandis- 
ing and organization problems. And this same spirit 
is found in many successful boys’ stores throughout 
the country. With them the Boy is Somebody. 

Certainly quality and value are important, and cor- 
rect fit is more essential in shoes than in anything a 
boy wears. But you can tell about those things in 
ads that appeal to the boys through good style and 
friendliness. 





“Some 
y99 


Punkins! 
WG 


<— 








fin 
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Many and colorful are the expressions of 
pride and pleasure heard among the boys 
flocking here to choose shoes these crisp 
Fall days. 


Snappy as the season and peppy as the 
lively lads themselves, are the shoes 
they’re picking—styles that fully meet the 
desire of every boy for shoes that make 
fall days. 


(items) 


(STORE NAME) 








Who Know Style 
Choose Our Shoes 


—hbecause we know that young fellows 
are just as keen to have everything right 
as their older brothers—and we see that 
our shoes are styled to their expectations. 


(items) 


(STORE NAME) 
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IT’S A PLEASURE TO PLEASE BOYS 









We like to have you come in and look around 
and see the new shoes and ask uestions and 
enjoy yourself generally. You don’t have to 
buy anything just because you come in. 


But if you do want to buy shoes, we’ll see that 
you get exactly what you should. We'll 
change them, too, if Mother doesn’t approve 
of your first choice. 


(items) 


(STORE NAME) 


On a summer afternoon years ago, I sat near an 
open window at home writing—or trying to write 
amid the interruption of nail-pounding and boyish 
voices across the vacant lot next door. The pound- 
ing ceased. A-consultation. I heard one boy say: 
“T’ll get a nickel tomorrow.” 

Calling him over, I asked him if he would do an 
errand for me. He agreed quickly. “Take this 
quarter and see how many nails you can buy with it.” 
Profuse thanks. Hurrahs, and off went the whole 
crowd. Those boys were my friends for years, always 
saying “Hello” when we met, long after they were 
too big to build shacks in the lot. 

Cater to the boys. Make a fuss over them. Mothers 
and Dads will like you because you do. And with the 
boys for your boosters you can be sure you’re going 
r to sell more and more and more boys’ shoes—and 
you'll have a fine feeder for your men’s department 
if you “catch ’em young and keep ’em coming.” 

Style has become a more important factor in boys’ 
apparel and footwear in recent years. The modern 
boy attaches an increased importance to the clothes 
and shoes he wears and this means an increased sell- 
ing opportunity in boys’ footwear. Boys want shoes 
for different occasions, the same as men. 
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These four ads specially prepared for this article. You may use them “as is” or change them to meet your needs 


“Hey Fellows, 
LOOK!” 


“Talk about class! 
Plenty of it in these 
shoes. Just the same 
styles as the big fel- 
lows are wearing, not 
big sizes of (‘little 
kids’’ styles.” 


Son’s RicHrT! 


Our shoes for boys are 
styled after the most pop- 
ular young men’s models 
—full of that youthful 
snap that you keen young- 
sters want, with every bit 
as much style as your 
older brothers get. Come 
in and see them! 


(items) 


(STORE NAME) 


Catchy Headings for Your Ads 





Shoes for every well dressed boy. 
z os %% 


Youthful snap that sprightly youngsters want. 


a a x 


They make him feel manly. 
Ox * * 


Right shoes for real boys. 


ue ue a 


The newest, smartest, most becoming shoes for boys. 
Me a a 


Lads like to shop at (Store Name). 


% * oF 
When a boy buys shoes, he wants them right. 
" % * * 


Shoes that all boys admire. 


% * * 
Shoes in styles worn by well dressed youths of today. 
: * oa a” 


Every bit as much style as their older brothers. 


























































What Follows Flat Foot? 


Some of the Local and General Derangements 


Which May Result From Pronated Arch 


Sixth of a series of articles about feet and footwear from the standpoint of foot health 


By HUGH THOMPSON 


The opinions and conclusions expressed in this series are those 
of the author, and they are published by Boot and Shoe Recorder in 
the interest of increased discussion research and knowledge of feet 
and shoe fitting. 


Gome people have flat 
foot for years without suffering any marked discom- 
fort. At least they say they do not, but it is my 
opinion that they only deceive themselves. Such a 
condition as I have described, with the foot rolled 
over in an unnatural position, with the toes turned 
out and the hinges at the knee, ankle and ball of the 
foot out of line must, of necessity, interfere with the 
free action of every bone and muscle involved in the 
support of the body in standing and walking. 

While I am willing to admit that a flat footed per- 
son may not be particularly troubled with pain or dis- 
comfort in the feet, he or she is suffering the conse- 
quences of those bad feet in other parts of the body. 
I know one man who has a bad case of flat foot. His 
toes turn out, his ankles turn in, his shoulders sag so 
badly that he is round 


these drawings in mind, let us start at the toes and 
work backward and upward and trace the most preva- 
lent ills of the feet and legs that result from a fallen 
arch, pronated arch or flat foot, whichever you choose 
to call it. 

Certainly the first effect is ugliness. The inner 
border of the foot, which should present a graceful 
arched appearance, is flat and that bulge of the ankle 
is anything but pretty. Next, the easy, springy ‘step 
is lost. In walking the weight is supposed to roll off 
the ends of the flexible toes. When the foot is rolled 
over the person walks off the side of the toes instead 
of off the ends of them. This not only interferes with 
a free stride, but is the beginning of trouble. ; 

The most noticeable effect is the enlargement of the 
joint of the great toe. Nature supplies a lubricant for 
these toe joints and when they are not used this lubri- 
cant oozes out and solidifies. The great toe in partic- 
ular, because it is the thickest and because it acts more 
as a fulcrum for throwing the body weight from one 
foot to the other in walking than the other toes, very 

quickly slfows the enlarge- 





shouldered, he _ shuffles 
along when he walks, and 
yet he boasts that his feet 
never hurt. But he is a 
chronic dyspeptic, he com- 
plains a lot of backache 
and he is the most nervous, 
irritable man I know. 

Now I want you to look 
at the two drawings at the 
bottom of the page and 


ment. Itis also thrown out 
of line and is frequently 
forced partly on top of or 
under the second toe. 

As a result all of the 
other toes are crowded and 
quickly lose their flexibil- 
ity. A further develop- 
ment of this enlargement 
of the great toe is a bun- 
ion, but never tell anyone, 








notice the straight line 
downward from the knee 
to the toes on the one leg 
and the twisted line on the 
other. 

Also notice how the 
ankle bone bulges on the 
foot on which the toes are 
turned: outward: — With: 





especially a woman, that 
she has a bunion. Call it 
an enlarged joint. 

Let me say here that I 
have seen many’ cases of 
flat foot which had not de- 
veloped’ a‘ bunion;, but'-I 
‘have’ néver Seen a’ fdot 
‘TURN TO PAGE'68; PLEASE | 
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Steady Advance in Chicago Trade 


Fall Weather Supplies the Needed Stimulus and Public 
Responds Well to Style and Price Appeals 


CuHicaco (UTPS)—Quietly moving 
upward tells the story of business in 
the Chicago wholesale and retail shoe 
merchandising field last week. Con- 
tinuation of the typical fall weather 
proved helpful in stimulating retail 
sales in local stores. It also aided 
wholesale firms, as merchants began 
ordering in slightly larger quantities, 
apparently believing that fall styles 
will hold steadier in demand. 

“Straps are beginning to move much 
better,” says Morris Wolock, head 
buyer of Wolock & Bauer. “Suedes 
are holding on a great deal more than 
we expected. And I firmly believe that 
they will continue good even up to 
the first of next year,” Mr. Wolock 
concludes. 

In newspaper advertising the Wolock 
& Bauer Salon makes the following ap- 
peal: “The Salon presents all the new- 
est and smartest formal fabrics. . . . 
Brocades, Satins, Failles and Crepes 

- and will tint them to match your 
gown, your jewels, your mood!” 

Strong evidence of the fact that 
the buying public is back in the mar- 
ket again, restocking depleted shoe 
wardrobes, is shown by the results of 
an $8.65 sale given last week by Man- 
del Bros. shoe department. 

Frank Popper, their head buyer, 
says: “We had an .extra-good at- 
tendance and exceptional results, far 
above our most sanguine expectations. 
I believe the public is beginning to 
realize that now is the time to take 
full advantage of the bargains offered 
in shoe values.” 

Saks-Fifth Avenue have brought out 
a new “Walking Opera Pump” on their 
famous Fenton last. It is made on 
a walking last with slender Cuban heel 
and a slightly higher vamp. It may 
be had in all calf or calf and suede 
combination, and in black or brown. 
Perforated appliques at throat and 
quarter add smartness. 

Lizard and alligator continue to hold 
their place as a popular trim mate- 
rial. The latter is quite in demand 
also, as an all-over leather in the ox- 
fords. 

In anticipation of the slushy weather 
soon to come, many large retailers are 





already starting their newspaper ad- 
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| Chairman of Tanners 





WILLIAM H. BARRETT 


Elected Chairman of the Board of Tanners’ 
Council of America at Recent Annual Meeting 
in Buffalo. 





vertising campaigns on galoshes, ap- 
parently attempting to induce people to 
make their purchases before the bad 
weather actually arrives, 

Above all, it is interesting to note 
that, in general, a much more optimis- 
tic tone prevails among local merchants. 
That, alone, is indeed a marked step 
toward recovery. 


Olman Opens Shoe Store 


PORTLAND, ORP.—Oscar Olman has 
opened a shoe store, stocking men’s 
and women’s shoes at Vancouver, 
Washington. Mr. Olman was buyer of 
women’s shoes for Proctor’s several 
years before resigning to become a 


partner in a coast chain. 
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New Atlanta Store 
Draws Thousands 
on Opening Day 


ATLANTA, GA. (UTPS)—The new 
shoe department of the Zachry Cloth- 
ing Company was formally opened on 
Monday of last week in connection with 
other new departments in the store, in- 
cluding hats and men’s furnishings. 

The new department, which is the 
first shoe department to be added by 
Zachry’s since its establishment three 
years ago, is one of three to be lo- 
cated on the main floor of the build- 
ing. It is located at the rear of the 
store, and the floor has been slightly 
raised to command a view of the en- 
tire main floor. 5 

Ceiling and walls have been done in 
green and cream, following the modern- 
istic treatment, while the lighting fix- 
tures are of an unusually attractive 
candelabra design in keeping with the 
decorations. Shoe boxes are in En- 
glish oak panels fitted about three walls 
of the department, while the floor is 
carpeted with a green Brussels carpet. 

Individual chairs and fitting stools 
complete the equipment of the depart- 
ment, which is, beyond question, one 
of the most attractive in the South. 

The new department is under the 
management of Paul Barcroft, former- 
ly manager of the Atlanta Florsheim 
store and one of the best known shoe 
men of the city. It will carry Nettle- 
ton, Miller-Cook and Barclay shoes, it 
is announced. 

Thousands of people visited the store 
on the opening day, and sales were 
excellent during the occasion. 


Move Shoe Department 


CHARLESTON, W. Va.—The Levin 
Brothers department store, Kanawha 
and Alderson streets, has moved its 
shoe department from the rear of its 
main floor to the room next door, in 
Kanawha Street. Carpenters have 
been busy several weeks remodeling 
and refinishing the room, making it one 
of the largest and most complete shoe 
departments in the city. 

The new room is 23 feet wide and 
105 feet long, with two large arches 
connecting it to the main store, one 
at the entrance to the bargain basement 
and the other back near the rear of 
the store. 








N. S. R. A. Seeks Pretty Girls 
with Dainty Feet 


DETROIT, MicH. (UTPS)—The big- 
gest and best style revue of the coun- 
try was promised at a meeting of De- 
troit shoe retailers in the Book-Cadil- 
lac Hotel, Monday, Oct. 27, by Ed- 
ward Beck, of Hollywood, who will pro- 
duce the show in Detroit next January 
as a feature of the convention of the 
National Shoe Retailers’ Association. 
The meeting was called by M. A. Mit- 
telman, general chairman of the con- 
vention and V. V. McBryde, chairman 
of the style show committee. 

Beck said he would continue his 
search for pretty girls to act as mod- 
els for shoe manufa:turers who are 
coming here with the latest spring style 
creations. Some of the 3000 girls al- 
ready interviewed will be sent for in 
a few days to have their feet measured 
and their general appearance consid- 
ered as possible models. 

“The show will have a finesse that 
is seldom seen in the great musical 
productions and revues,” Beck prom- 
ised. “Utmost care must be taken in 
every detail, inasmuch as style is the 
great cry of the day. The careful de- 
tail that is being exercised in selecting 
models will make the revue a mod- 
ern classic in beauty and grace, and 
it is our intention to search the city 
for the best faces and the best feet in 
Detroit. The runways of the Masonic 
Temple, where the four performances 
of the revue will be held, will present 
the daintiest feet in Detroit.” 


Blacks and Browns Popular in 
Miami 


MIAMI, FLA. (UTPS)—Shoe men in 
Miami report a rather slow season. 
Business is a little later than usual in 
opening up. December, January and 
February are the peak months here, 
due to the large number of visitors 
who spend the winter months here. For 
the first time in years there is a grow- 
ing demand for dark browns and blacks 
in all styles of shoes. Usually it is 
the lighter shades that are worn, but 
this season the darker colors are used 
as never before. There is more black 
called for than colors, and this applies 
to evening, sport or dress shoes. 


C. P. Ford & Co. Making 
Cemented Sole Shoes 


ROCHESTER, N. Y. (UTPS)—Foilow- 
ing a period of experimentation, C. P. 
Ford & Company, one of the biggest 
shoe factories in Rochester, last week 
began to turn out cemented sole shoes. 
Actual production is expected to start 
within two weeks. 

The Menihan Company, pioneer in 
cemented soles in Rochester, is pro- 
ducing 1000 pairs a day and reports 
successful operation. A number of 
other Rochester factories still are ex- 
perimenting with the process. 


C. Roy Fischer with Keystone 


RocHester, N. Y. (UTPS)—Key- 
stone Reptile Tanners, Inc., of Cam- 
den, N. J., water snake and lizard deal- 
ers, last week named C. Roy Fischer, 
Rochester leather man, its Lake Onta- 
rio regional representative. 








Bronze Kid and Fabrics Featured 











Hofheimer’s recently featured a display of bronze kid shoes in four of their units, 
namely, Norfolk, Richmond, Portsmouth, and Roanoke, Va. These displays were backed 
up with newspaper advertising, which resulted in a very fine business for each shop. 
The Wool Institute furnished beautiful woolens in brown, green and light red as 


suggestions for appropriate fabrics and 


colors to be worn with the bronze shoe. 











Charles Litzenstein to Manage 
Sacramento Department 


SACRAMENTO, CAL. (UTPS)—Charles 
Litzenstein is manager of the new shoe 
department in Sacramento’s newest de- 
partment store, Upright’s Nonpareil, 
opened on October 24 with elaborate 
ceremonies. The store is located at 
610-18 K Street, Sacramento, in the 
same three-story structure that for- 
merly housed the Nonpareil Depart- 
ment Store. In fact, it is for that rea- 
son that Samuel Upright, owner of the 
enterprise, has retained the name “Non- 
pareil” in the new firm cognomen, as 
the public has become accustomed to 
the older name. 

The entire structure has been redec- 
orated and improved throughout, with 
new floor coverings and new furnish- 
ings. One new feature is the use of 
Neon luminous signs to designate each 
department. And with J. M. Tobias, 
well known West Caost advertising 
man, assisting Upright as promotional 
manager, Litzenstein looks forward to 
extraordinary shoe business in his new 
department. 


Men’s Browns Being Pushed 


GRAND Rapips, MicH. (UTPS)—Ac- 
cording to men’s department managers 
here, they are figuring on stocking 
browns and tans principally—the new 
rust, briar brown, saddle and rusk, as 
well as the novelty sportswear shades 
in sand and the pnyo light yellow in 
cast. The buyers state these colors 
have been approved by the national 
seaennerene and will be pushed accord- 
ingly. 
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Cool Weather Cause for 
Optimism 


EVANSVILLE, IND. (UTPS)—October 
draws to a close with more optimistic 
prospects for retail merchants. The ad- 
vent of seasonal cool weather, after a 
protracted spell of near summer tem- 
peratures developed revival of interest 
which will enable the majority of re- 
tail dealers to round out the month 10 
to 30 per cent in excess of the Septem- 
ber sales volume total. 

Black heads the list in color favor 
for men’s footwear with autumn brown 
a good contender, while feminine fancy 
is pronounced for brown and black in 
suede. 

The Walk-Over Boot Shop notes a 
lively call for green suede oxfords for 
women and big business in lizard ties. 
Smooth calfskin holds first place, with 
Scotch grain in fair demand. A nice 
call is reported for alligator ties. 


John H. Rosenbrook Dies 


SAVANNAH, GA. (UTPS)—Following 
an illness of less than two weeks, John 
H. Rosenbrook, widely known retail 
shoe man and a member of the firm of 
Rosenbrook-Goode Shoe Store, died at 
his home Oct. 27. Although born in 
Germany, Mr. Rosenbrook came to Sa- 
vannah forty-five years ago, and had 
been in the shoe business practically all 
of that time. For more than twenty 
years Mr. Rosenbrook was connected 
with the shoe firm of Max Blumenthal 
& Son. Five years ago he and W. C. 
Goode purchased the business and 
changed the name of the store to Ros- 
enbrook-Goode Shoe Store, which has 
been highly successful. 
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AQDVERMSING PAGES WEMOVED 


of good reasons to back him up. “To my way of thinking,” 
said Mr. Deakins recently, “business too often is like a 
team of horses that doesn’t team. The retailer and his 
source of supply don’t pull together. Now we all know 
that: pulling together makes the ioad easier to handle—but 
we don’t practice it in business. The big thing to me in 
the Brown Plan is team work. Retailer and wholesaler 
pull together. I supply a good, steady year around volume 
outlet for Brown shoes because I give Brown Shoe Company 
every dollar of my business. 

“Now there are natural advantages to the retailer in con- 
centrating his buying from one source. For instance, you 
deal with only one salesman,, who doesn’t need to fear 
competition, so he devotes his time to helping you make a 
profit. He sells you what you need instead of what he can. 

“Then, buying from one source makes your advertising 
more effective. When you advertise many different lines, 
it’s hard to impress the many brands on your customers. 






































Attractive, well-trimmed win- 
dows stop the passersby 


























But when you advertise only one line, repeating the brand 
over and over, it sinks into people’s minds, and, of course, 
you get the full benefit of the manufacturer’s national 
advertising. 

“Further, your sales force can do a better selling job. 
When you have many lines on your shelves neither you nor 
your sales people can hope to know each line intimately. 
And in effect you say to your customers, ‘We sell many 
lines. You guess which is the best.’ When you concentrate 
on one line you are saying, ‘These are the best shoes money 
can buy. That’s why I sell no others.’ 

“The Brown Plan advantages, of course, go beyond that. 
The further advantages lie in the Brown Plan headquarters’ 
staff and the trained field men. Through this organization 
the retailer gets the same kind of help that a chain unit 
gets from its headquarters’ staff. 

“The Brown Plan system of stock-keeping and stock con- 
trol is a marvel. The stock is small, and yet everything 
you need is there, and just where you want it. Odd lots 
automatically come up for special sales effort before 
they pile up, become obsolete or have to be marked down. 
The stock is always clean and up-to-date. Buying is 
almost reduced to a science. Anyway it’s a long way 
from the old hit or miss guess-work buying. 

“The records kept are simple—but they certainly tell 
you what you want to know. 

“From this central source you get ideas on every 
other phase of the business. I am convinced that any 
retailer can do better under the Brown Plan. As for 
myself, I am getting more profit and pleasure out of 
my business since I’ve dopted the plan. There’s free- 
dom from worry when you know you are sailing a well- 
charted sea.” 

Mr. Deakins is one of a large and growing number 
of retailers operating under the plan.. The plan is 
open only to retailers of good personal character and 
ability, who have a satisfactory location and enough 
capital to operate the business without financial aid 
from us. 

Write to the Brown Plan Division of Brown Shoe 
Company for details of the plan, or ask the Brown shoe 
salesman. 


Wes wWs Vos Gouwgaray, 


Saint Louis 


Manufacturers of a complete, balanced in-stock line, including 
Brownbilt shoes for women and Buster Brown Tread Straight Shoes 
for boys and girls. 


A grapefruit tree, which 
is the pride of the whole 
Rio Grande Valley. The 
tree is only two years old 
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and just look at it. From 
the Harlingen district, by 
the way, come some of 
the finest, juiciest grape- 
fruits that grace the din- 
ing tables of the nation. 
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Men’s Shoes 











WHERE TO BUY 














NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 















































Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 















































































































ONLY” 


GHE HIGHEST GRADE U.S.A. 
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87 IN-STOCK STYLES FOR MEN 
11 IN-STOCK STYLES FOR BOYS 


BMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 
WRITE TODAY FOR CATALOGUE 
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PHILADELPHIA — The Philadelphia 
Business Progress Association, through 
its executive director, R. Harland Hor- 
ton, has announced a plan of coopera- 
tion with the Middle Atlantic Shoe Re- 
tailers Association and prominent Phil- 
adelphia shoe and leather manufactur- 
ers whereby Philadelphia is to be estab- 
lished as one of the leading shoe and 
leather centers of the country. As the 
first step in this direction the associa- 
tion announces the opening of the Shoe 
and Leather Mart on February 1 next. 





J. DUDLEY SMITH 
Named Manager of Shoe Mart 


Firms in all branches of the industry 
and its accessories will be gathered to- 
gether to open sales and display rooms 
under one roof. 
A suitable building has been made 
available by Charles P. Vaughan, of 
\Dungan-Hood & Co., one of the lead- 
ing figures of the industry in Philadel- 
phia. The Shoe and Leather Mart will 
be the only one of its kind in the coun- 
try and with its operation as a pivotal 
ee to draw attention to Philadel- 
- ia’s preeminence in the field, the 
usiness Progress Association will put 
on an intensive campaign to bring other 
industries of the type to this city. 
The Shoe and Leather Mart has been 
outlined and studied for many months 
by a special committee composed of 
Charles P. Vaughan of Dungan-Hood & 
Co., chairman; John C. McKeon of 
Laird, Schober & Co., treasurer; An- 
thony H. Geuting of Geuting’s; Laird 
Simons of the William Amer Co., vice- 
chairman; Percival C. Foerderer of 
Robert H. Foerderer, Inc.; and Cal J. 
Mensch, managing director of the Mid- 
dle Atlantic Shoe Retailers Association, 
secretary. 
The committee brought the project to 
the attention of the Philadelphia Busi- 
ness Progress Association. Ernest T. 





FoR MEX 
M.A. PACKARD CO., Makers (P) 
eee BROCKTON ccncnensemmne 





















Plan Shoe and Leather Mart 


Philadelphia Business Progress Association Explains Scope of 
Project to Promote Quaker City as Trade Center 





tion, declared that it offered a promis- 
ing opportunity “to make a laboratory 
test of what the Business Progress As- 
sociation can do for an industry in 
Philadelphia.” 

Plans were developed and the Busi- 
ness Progress Association engaged the 
services of J. Dudley Smith, who has 
been named director of the project. Mr. 
Smith has been many years in the shoe 
and leather field and among other con- 
nections has been secretary of the Na- 
tional Boot and Shoe Manufacturers 
Association. 

The Shoe and Leather Mart has ap- 
proximately 20,000 feet of floor space 
immediately available in the building, 
which will be officially known as the 
Shoe and Leather Mart. The floor space 
will be divided into exhibition units, 
which will offer accommodation for the 
display of from 40 to 60 samples. 
Where required, multiple units accom- 
modating up to 1000 samples can be 
provided. 

The object of the mart is to attract 
the shoe and leather buyers of the na- 
tion to Philadelphia, which is already 
‘well established in this field. Among 
the manufacturers, both the larger and 
the smaller interests will be accommo- 
dated in the building. A special effort 
will be made to round up the smaller 
shoe manufacturers in the State of 
Pennsylvania outside of Philadelphia, 
of whom there are many. In many 
cases they will by taking space in the 
mart be brought in contact for the first 
time in their experience with the largest 
buyers in the country. It will also be 
pointed out to them that their contact 
with the leaders in the industry will 
give them the opportunity to study the 
latest developments in finishing and 
styling their products. 

Every branch of the shoe and leather 
field will be represented in the building 
as well as the closely allied industries. 
Among the most prominent classifica- 
tions will be tanners, shoe manufactur- 
ers, shoe wholesalers and jobbers, mak- 
ers of shoe machinery, shoe findings, 
last manufacturers, pattern manufac- 
turers, makers of linen thread and of 
shoe ornaments, rubber footwear man- 
ufacturers, synthetic leather manufac- 
turers, fabric manufacturers, makers 
of pocketbooks and bags, welting manu- 
facturers, wood heel manufacturers and 
hosiery manufacturers. 

“It may not be generaly recognized by 
our people that Philadelphia has an im- 
portant position in the shoe and leather 
industry of the country,” said Ernest 
T. Trigg, president of the Philadelphia 
Business Progress Association. “But it 
is a fact that for the last half century 
this city has been identified with fine 
shoemaking. It has a background of 
the most skilled labor in the field capa- 
ble of handling leather and finishing it 
into splendid footwear. It stands out 
among the other great shoemaking cen- 
ters—New England, Brooklyn, St. Louis 
and Cincinnati, as one of the best cities 
in America for good welt and turn shoe- 
making in the upper grades. 
“Philadelphia is located practically 
in the midst of one of the greatest kid 





Trigg, president of the latter organiza- 





Boot AND SHOE RECORDER 
combining THE SHOE fecatme, Nov. 8, 1930 


56 


markets in the country.” 








FLEXLUME NEON... 


“Our Flexlume neon display shows up beautifully. 
Unlike so many other neon signs I have seen, our 
display is a brilliant, penetrating red and can easily 
be read the length of Main Street.” 


From West Virginia 


illuminations, is more brilliant and dependable as 
developed by Flexlume. Its electrodes, due to revolution- 
ary design, function faultlessly. Flexlume tubes, due to 


™~ = the most brilliant and penetrating of all 


super care in processing, maintain a grumes brilliance 
and color. 

To these vital neon features Flexlume adds its well- 
known care in details of design, construction and finish. 
The result is electrical advertising that is continuously 
effective and trouble free—a new standard ot value. 

*Phone the Flexlume representative in your city or 
write us to submit, without obligation, color sketch of 
an electric display designed especially for your business. 
We will tell you how you can derive the benefits of 
electrical advertising on monthly service- rental. FLEX- 
LUME CORPORATION, 1021 Military Road, Buffalo, N. Y. 
Factories also in Toronto, Can., Atlanta, Ga., Kansas City, 
Mo., and Houston, Tex. 


RBOSTONIANS 


VANITY 


At top: Many prominent 

national advertisers mark 

their local outlets with Flex- 

lume neon or combination 
displays. 


Center: Brilliant red Flex- 


r= \ 
lume neon blazes forth this 
well-known name to poten- 
ie tial customers. 


CORPORATION 


At right: Ideal for continu- 
ous day-and-night attraction 


is the combination of Flex- ae Orr ‘ 
lume neon and clear-cut Raised. can VOvEy Te PING, NG servies Ofees 
raised glass letters, illumi- (ore. cA nn ons SOX SS Le toy ot un lat ition 


nated from within. 
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WHERE TO BUY 
Men’s Shoes 


BEACON SHOES / 


IN STOCK 
SERVICE 


F. M. HOYT SHOE 
co. 
Manchester, N. H. 


i5 STYLES 
RETAIL AT 
$1 





WEL> 


“A MAN'S DECISION” sg 
THE WW 


Men’s 
Fine 
Shoes 
Id 
SHOE elu 
Shoe Co. 
Boston—183 Essex Street 


Brockton, 
N. Y.—915-917 Marbridge Bldg. ™@9**- 











ose sO 


WHERE TO BUY 


Women’s Shoes 





Red Cross Roll Call 1930-31 . 


The Red Cross, which never fails and 
never hesitates to come to the relief of 
those stricken by disaster of any kind— 
flood, fire, drought, disease, earthquake, 
hurricane—needs your help now. 

Its president is the President of the 
United States. And Ex-President Caivin 
Coolidge, is one of its vice-presidents. 
Representatives of the Department of 
State, War, Navy, Treasury and Justice 
are members of its Central Committee. 
It is a semi-government organization, 
obliged by a Congressional Charter to 
perform certain specified duties, and yet 
it receives not one cent of money from 
the United States Government. It is 
supported by the people through indi- 
vidual memberships and the limit of its 
activities is measured by that support. 

In the past year 102 disasters have 
been served; 90, disaster victims 
given aid in 38 states; $1,320,766.25 
spent in disaster relief and rehabilita- 
tion! 26,486 disabled veterans assisted 
monthly in 64 government camps and 
hospitals by the American Red Cross. 

Join the Red Cross, or renew your 
membership, so that it may continue as 
its charter demands: “to continue and 
carry on a system of national and inter- 
national relief in time of peace and to 
apply the same in mitigating the suffer- 
ings caused by pestilence, famine, fire, 
floods and other great national calami- 
ties and to devise and carry on mea- 
sures for preventing the same.” 











Ultra-Smart Sandals 
= 


Complete color 
combinations 
Unusual 
Profits 
Write direct 


BIARRITZ SANDALS, INC. 
33 West 27th St. New York 
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{HE JOHN EBBERTS SHOE CO., INC. 
IN Buffale, N. Y. STOCK 











Des Moines Endorses 
Reptiles 


Dts Mornes, Iowa (UTPS) — Des 
Moines’s only woman manager of a 
shoe store, Miss Mabel Harsch, of 
Woerderhoff’s, casts her vote in favor 
of reptile oxfords as the most popular 
with the. Des Moines public. Miss 
Harsch has been manager of the local 
store since July, coming here from a 
similar position in Ottumwa, Iowa. 

Both women’s oxfords and pumps 
with the reptile effect prevailing, are 
selling freely, she says, with brown 
ahead of black for the early part of 
the season. In every shoe reptile is 
combined with plain leather in har- 
monizing shade, as women wearers pre- 
fer the divided effect for the reducing 
appearance as regards the length of the 
shoe. Both boulevard and French heels 
are in demand now, with the higher 
spike heels distinctly in the back- 
ground. 





Joe Muffley Promoted 


Enpicott, N. Y.—George F. John- 
son, president of Endicott-Johnson Cor- 
poration, has announced the promotion 
of J. F. Muffley to the position of gen- 
eral salesmanager over the New York, 
St. Louis, Endicott and Empire Shoe 
Company branches of the selling end 
of the business, also over the J. R. 
Burns Shoe Co and the En-Joie Health 
Shoe Co. In a statement addressed to 
the workers, Mr. Johnson refers to Mr. 
Muffley as “an E-J who has been with 
the company 18 years,” and adds: 

“His promotion is in harmony with 
the well established and thoroughly un- 
derstood policy of the Workers’ Organ- 
ization, to promote from the inside, 
rather than go outside and hire in. It 
is a significant fact known to all that 
every important office in the manage- 
ment of the company today, affecting 
tanning, manufacturing and merchan- 
dising, with very few exceptions is now 
held by some E-J boys who grew up in- 
side and attained their position through 
hard. work, honest effort, personal 
worth and real merit.” 


Wm. L. Roy Joins Amity 


RocHester, N. Y. (UTPS)—Friends 
and associates Jast week bade farewell 
to William L. Roy, sales manager for 
the Hickok Manufacturing Company of 
Rochester, who resigned to accept a 
similar position with the Amity Leather 
Company of West Bend, Ind. His of- 
fice will be in Milwaukee, Mr. Roy, 
long known to the leather trade in 
western New York, was retained per- 
sonally by Balkus Rolfs, president of 
Amity, upor. the occasion of his visit 
here to make an address. 





Black and White Vogue 
in Kansas City 


Kansas City, Mo. (UTPS) — The 
vogue for black and white literally 
starts from the ground up since the in- 
troduction of black and white shoes by 
local retail shops. ; 

The first surprise came when reptile 
skins like the boa and python, featur- 
ing a sharp contrast of black and 
white, were used as trimmings on both 
suede and kid footwear displayed here 
in the early fall showings. Local mer- 
chants report a splendid reception of 
these models, reptile skins with black 
_ on white fields being the most pop- 


ar. 

The latest thing, however, is more 
startling because its effect is attained 
through manufacture rather than by 
nature, as in the case of reptile trims, 
It is white stitching on black suede or 
kid. Harzfeld’s here are featuring two 
models that have proved very pop- 
ular. They are “Rhapsodie” and “Le 
Sportif,” priced at $16.50 and $14.50 
respectively. 

“Rhapsodie” is a b'ack suede pump of 
new design, with instep and ankle 
strap molded into one. The trimmings 
are of kid and are stitched to the shoe 
with white thread that stands out in 
effective contrast. “Le Sportiff” is a 
tailored kid pump with white lined per- 
forations. It may also be had in brown 
and white, but the black and white is 
shown most customer favor. 

Other local merchants are showing 
stitched models, whose accent of white 
combined with the ever popular black 
make them last minute words in chic. 


John Kelling, Sr., Inventor, 
Dies 

MILWAUKEE, WIs. (UTPS) — Well 
known as an inventor and tanner, John 
Kelling, Sr., died here after a long ill- 
ness. Mr. Kelling, a lifelong resident 
of Milwaukee, was for many years in 
the tanning business here, inventing 
several fur scraping machines used in 
that industry. He formed a company 
to manufacture and sell his invention, 
being president of the Monarch Flesh- 
ing Machine Co. Besides inventing in- 
dustrial devices, Mr. Kelling also origi- 
nated several types of fishing tackle 
which had a large sale. Surviving Mr. 
Kelling are his widow and two sons, as 
well as a sister. 


Clever Advertising Stunt 


MIAMI, Fua. (UTPS)—The Alray 
Shoppe, 117-119 Venetian Arcade, did 
a land office business recently through 
a bit of clever advertising. They of- 
fered a pair of sox free of charge to 
match any shoes purchased amounting 
to $2 or over. This is a shop catering 
only to children, and many mothers 
availed themselves of the opportunity 
to get the free sox. 


Correction 


In the October 25th issue, under the 
heading “Business Changes,” the Na- 
tional Shoe Store, of Butler, Pa., was 
reported to have discontinued business. 
We are informed that the report was 
an error and that the store is still in 
business. 
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CLASSIC 


SHOE FOR MEN 


Rigid Steel 
Arch 


Flexible Rubber 
Metatarsal 
Support 


The Saddle Arch has the advantage of a rigid steel shank to the point where the foot requires 
support and is flexible where the foot requires freedom and muscular development. 


Even normal feet derive extra comfort from the Saddle Arch feature built into these handsome 
shoes—conservative numbers for the business man and smart styles for young men. 


“CLASSICS” with the Saddle Arch feature, as well as the many splendid regular styles, are carried 
In-Stock in sizes and widths for quick shipment. 


These high grade specialties are priced to retail profitably at eight dollars. Feature them as your 
finest shoes for men; buy them as you sell them, and see how you will then put less into your men’s 
fine shoes, while getting more out of them. 


Pelers <= == = & - = «= = ST. CO 


Branch of International Shoe Co. 
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WHERE TO BUY 
Men’s & Women’s 
Slippers 





High Grade Turn Mules 
and D’Orsays 





Catalogue sent on 
request 





Paristyle Footwear Mfg. Co., Ine. 








MEN’S FINE 
HAND TURNED 








SLIPPERS 
¥, Manufactured 
by 
fined slippers 
from $2.00 to $2.65. W. S. CHASE & SONS 
Send for Catalogue. Haverhill, Mass. 


Boston Office: Room 501, Statler Bldg. 


WANS soy 
Turns only— —) 


om" on 


| _ woe 











a Sa Scene 





Ne. 434—Tan 
Kid Everett 
$2.65 








L. 8. EVANS SON CO., Wakefield, Mass. 


ier : —, 





IN-STOCK In Brown-Black and colors. 
MEN’S OPERA Combining style with com- 
SLIP Produced. by the 


Dasefectarers oe 


PL, 


Gemples and prices Pullman Slippers. 
on ron Nationally known. 
GWAN SHOE CO., Inc., Baltimore, Md. 
lanufacturers 
New Verk Offee—Reom 551, Marbridge Bids. 


re NNER wees 








An Absolute Fact 
SLIPPERS are made better— 


market in the popular price 
class. Catalog 
VINCENT HORWITZ CO., Inc 


New York City 











Cozy and Inviting 





INDIANAPOLIS — “Stepping Thru the 
Ages,” the advertising series adopted 
by the J. C. Hart Shoe Company, Inc., 
Indianapolis, has brought a decided 
increase in the daily sales volume of 
footwear, according to Edgar Hart, 
president. 

For forty years the name of Hart 
has been identified with the retail shoe 
business of Indianapolis, and the re- 
moval of the store from Pennsylvania 
Street to its new location in the Circle 





In the colder countries of Ass 
Babylonia and Persia, in ancient 


there a @ vogue for high 
footwear ... Later te Greece and 
Rome it a: a ig the common 
jople as a coch-tike, "high clipper, 
while the higher classes wore close. 
fitting laced ie led buskine 


So 
as ecagted during 
the cone of the ‘claspic eek drama 
to indicate t onrenee Hiway 
supposed to be —_ 

ond the tragedians i on anon “ 
this day actors oy Me refer to them- 
— as “wearers of the sock and 
uskin,” 





“Oh, how comfortable, Mr, Hart, your 
Shop is just like a living room”... a 
comment many of our patrons are making 
- - Our new shop so conveniently lo- 
cated on Indianapolis’ picturesque Circle, 
is an intimate, comfortable room, where a 
woman may be fitted in the same com- 
fort and privacy as her own home. . . 


Fine Summer Footwear, $10.50 to $18.50 
Van Raalte Silk Chiffon Hose, $1.95 


HART'S | 


CIRCLE TOWER SHOP 
57 MONUMENT PLACE 


Copyriphted, 1930, by H. L. Trent 
88 YEARS OF FOOTWEAR SUPREMACY 











One of the ads in the J. C. Hart series, 














“Stepping Thru the Ages.” 












































Interior view of the new store of J. C. Hart Shoe Company, Inc., old established 
and successful Indianapolis house. 


Unique Ad Series Effective 


J. C. Hart Shoe Company, Indianapolis, Achieves Gratifying 
Results with Prestige Copy Based on History of Footwear 


Tower Building, removed from that 
thoroughfare a name well established 
with the retail trade of the city. Back 
in the “gay nineties” it catered to the 
carriage trade and was the fashion 
shoe store of the city. 

In preparing for the opening of the 
new store, Mr. Hart realized that the 
resetting of the old jewel, in a new lo- 
cation must be kept fresh in the minds 
of the public. He searched in vain for 
something new, something entirely dif- 
ferent, something unique. Assisted by 
Miss Helen Trent, advertising specialist, 
who suggested “Stepping Thru the 
Ages,” her own idea, Hart was sold at 
once and it was adoptea. 

June was the first month the daily 
papers carried the message in neat 
and attractive space. Daily sales 
mounted and at the close of June it 
was found that sales averaged higher 
than they had for four years past. 
Compliments came from all sources. 

Miss Trent realized that to make an 
indelible impression on the minds of 
the fair sex it was necessary to repeat 
the story each week and differently 
each time, telling the same story over 
and over again in a new and interesting 
way. It repeats the story of ages and 
ages ago, long before recorded history 
began, how primitive women wore a 
simple predecessor of our present foot- 
wear fashions. The ladies of Thebes, 
as far back as 3500 years B. C. are 
depicted wearing beautifully orna- 
mented sandals; it tells of the praise of 
sandals in the Song of Solomon; how 
Helen of Troy, whose beautiful face 
launched a thousand ships, adorned 
herself in sandals, and how the extrav- 
agance of the Roman Empire extended 
to the footwear. These and many oth- 
ers are told in “Stepping Thru the 
Ages,” tracing in an interesting man- 
ner footwear from 5000 years B. C. to 
the present day, entirely away from 

price appeal. 
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KID D’ORSAY 
IN STOCK 


85 
PAIR 


RED — BLUE — GREEN — BLACK 
LAVENDER and PATENT LEATHER 


CONSTRUCTION QUALITY FIT 
















Now 


Made of selected Kid with Soft | —the Best-Ever, in workmanship, A combination last that assures a 
Padded Kid Sole to match. 12/8 — material and finish. perfect fit at the heel, under the 
Cuban Heel. Lining is a fine qual- arch and over the instep—a truly 
ity rayon in contrasting tints. smart and comfortable slipper. 


To get the Full Benefit of the Holiday Demand—ORDER NOW! 
BEST-EVER SLIPPER CO. © pest-siver stipper Co, Inc, 75 Front St, 


INCORPORATED Brooklyn, N. Y. 


Send No. 1694 in colors and sizes as per 


75 Front Street, Brooklyn, N. Y. par ll rm Wi 


Seattle Sales Office—Denney Bldg. Name 


Export Dept.—100 Gold Street, N. Y. Cc. Cee CREEK eC ae CHO OO CRC CEOeES 






ee 
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WHERE TO BUY 


Dancing Shoes and Taps 








WING - TAP 


(Patent pending) 









The only left and 
right tap made. Gives 
an extra tap when 
executing wings and 
rolls. Large, medium 
and small sizes. Re- 
tails profitably at 75c 
per pair. 
« SEND FOR NEW 
p 1930 IN - STOOK 


CATALOGUE B.8. AT 
ONCE DELIVERIES. | 








TAP SHOES 
sis..272, $1.75 











BROOKS SHOE MPG. CO. 
Swanson and Ritner, Phila., Pa. 


eolN STOC Keeee 


TAP DANCING SHOES OF 

TURN CONSTRUCTI 

Patent and et: 11% to 2 and 
2% to 8, Leather Heels 
















Prepare for Big Tap 
Dancing Business 
this Fall and be sure 






Norridgewock Shoe Co., Inc. 
NORRIDGEWOCK, MAINE 


COO COOOOOOOOOO OO OOO 


ROBERTSON 


TURN | 
SLIPPERS 


COMFORTS 
BOUDOIRS 
TAPS 


made right— 










Retail $1.95 to $3.00 Write for samples. 


ROBERTSON SHOE CO. 
MINNEAPOLIS MINN. 














Lots of Window Space for Shoes 

















J. C. Fedler Sons Complete 
Alterations 


LOUISVILLE, Ky.— The Boston Shoe 
Co., Louisville, operated by J. C. Fedler 
Sons, have somerset cometuine opera- 
tions brought ut by leasing one-half 
of its ground floor to Richmon Broth- 
ers, men’s clothiers, of Cleveland, Ohio, 
necessitating an entire new front, win- 
dows, partition, wall, etc. 

The old store was 47 feet wide, and 
over 200 feet long. The remodeled store 
is 23 feet wide and full length of the 
first floor, has the entire basement, full 
width of part of the second floor, ex- 
cept for a, rear corner. 

A large’ canopy which extended over 
the sidewalk was removed, resulting in 
much better daylight in the windows, 
where there is plenty of space for a 
good showing. The new windows are 
built for trimming from behind. 

In the remodeled store hosiery and 
findings departments are hot quite as 
large as formerly, but have more wall 
space. Then comes the men’s depart- 
ment, the women’s, the orthopedic and 
boys’, and children’s are on the bal- 
cony. Ready-to-wear, millinery, offices, 
etc., are on the second floor, and there 
is a large basement department for in- 
expensive merchandise, with private in- 
side elevator connecting all company 
floors. The old store contained much 
waste space and there was more win- 
dow space than needed, requiring a 
great deal of merchandise in trim- 
ming, etc. 

T e company, on Sunday, Oct. 12, 
used page advertisements, inviting the 
— to see a Better "Boston Shoe 

ore. 





Enna-Jettick Appoints Harold 
Flynn 


[ED UNN & McCARTHY, of Auburn, 
N. Y., announce the appointment 
of Harold Flynn as assistant to R. F. 
ge in their New York City sales. 
r. Flynn was recently with Tweedies 
aid has had a wide and varied sales 
experience in the shoe business. 
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Stanley Sproull Manager 


UNIONTOWN, Pa.—Stanley Sproull, a 
well known shoe salesman of this city, 
-_ been appointed manager of the new 

Rose Marie ay Shop, at 36 West 
Main “Street: he shop. deals in wo- 
men’s footwear = popular prices. 





Heavier Types in Sports 
Footwear 
[CONTINUED FROM PAGE 22] 


years. Many northern clubs do not 
even close their greens when cold 
weather arrives, and players can be 
seen making their shots on every open 
day. Clubs which close their regular 
or permanent greens provide temporary 
greens for winter play. While the bulk 
of the golf shoe business, of course, is 
done during the spring and early sum- 
mer, there is replacement business to be 
had throughout the winter months. 

Rubber heels for these sport shoes 
also have changed. Some of the high- 
grade shoe manufacturers have experi- 
mented recently with a straight breast 
heel of exactly the same outline as the 
all-leather heel. These are designed for 
wear with sport soles on street shoes 
and have a tendency to dress up the 
shoe, giving it more the appearance of 
the street shoe to which the average 
man is accustomed. These take the 
place of the wedge heel, formerly the 
only shape used 


Sell Winter Weights Now 


[CONTINUED FROM PAGE 23] - 





winter months. Bring heavy winter 
type shoes close up to the eye of the 
customer and describe on a nearby 
card the shoemaking values built into 
such serviceable shoes. 

We also believe that every window 
should have some message on the glass 
—streamers bearing seasonable slogans 
should be pasted right on to the glass 
so that no man can miss seeing them. 
We suggest at the top of page 23 sev- 





eral slogans for this purpose. 
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Because it brought to 
gentlewomen a new and 
appealing sense of the ex- 
quisite in black kid, her 
favorite leather — SATIN 
FINISH KID has scored a 
logical success. 


The steadily increasing call 
we are receiving for SATIN 
FINISH KID clearly signi- 
fies the trade’s appreciation 
of the exclusive merits of 
our original creation. 
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WHERE TO BUY 


Sport Footwear 
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Athletic Shoe Co. 
914 N. Marshfield Av. 
Chicago, Itt. 


WHERE TO BUY 
Ballet Slippers 


i] 





Rights and Lefts. 


Two Grades 
Wom. Miss. Chi. 
$1.50 $1.45 $1.4 
1.356 1.30 (28 

In Stock 
185 West Monroe 








BALLET SLIPPERS—IN STOCK 
Kid 
Child’s 6 to ti—$1.35 
Misses 11 te a 1.40 
Women’s 2% to 8— 1.45 
Also Hard Toes 
SCHWARTZ &2 HERDER, Inc. 
Comfort 








Specialists In Ballet and ol 
241 Ne. 1lith St., Philadelphia, | Pa. 








BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 
Wom. Miss. Childs 
Style No. 600..$1.35 $1.30 $1.25 
Style No. 609.. 1.20 1.15 1.10 
Coast Prices Slightly Higher 


IN 
M STOCK 
Les Angelee—1162 So. Hill 8t. 








In Stock Black Ballet 
Slippers 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 
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WHERE TO BUY 


Store Fixtures 








Prominent in Brockton 


Civic Affairs 











WALTER RAPP 


BROCKTON, Mass.—Walter Rapp, of 
Brockton, died suddenly of heart 
trouble at his residence in that city. 
His active life, full of usefulness for 
others to the very end, was closely in- 
terwoven with the New England shoe 
and leather industries. He served 
Brockton, the big shoe city, as alder- 
man for three years and member of 
the School Board for twelve. 

Walter Rapp was the originator of 
“Children’s Day” at the Brockton Fair, 
when all children were admitted free. 
His love for children was further ex- 
pressed in work for Lions Club Milk 
Fund of Brockton, for which he gave 
unsparingly of his time and strength 
toward providing milk for under-nour- 
ished children. e was affiliated with 
all Masonic organizations, a member 
of the Lions Club, the Commercial Club 
of Brockton, a member of Brockton’s 
first Lodge of Elks, also affiliated with 
the Odd Fellows, the old Knights of 
Honor and other civic, social and 
fraternal organizations. He was a 
member of St. Paul’s Church. 

Mr. Rapp was born in Leicester, En- 
gland, the son of the late William and 
Martha (Walker) Rapp. He was edu- 
cated in private schools in England, 
later graduating from Spaulding Col- 
lege in that country. 

About 45 years ago Walter Rapp 
came to Brockton to visit his father, 
then established in the goring business 
under the firm name of the Herbert & 
Rapp Company. Here he met R. G. 
Solomon, head of a Newark tannery, 
who was so impressed by the energy 
and earnestness of the young man that 
he engaged him to conduct his business 
in New England. At the end of two 
years Mr. Rapp was given an interest 
in the firm. In 1912 he became sales 
manager for the Eclipse Tanning Com- 
pany in Boston. Later he went into 
business for himself under the firm 
name of the Walter Rapp Leather Com- 


pany. a a 
Besides his widow, Mr. pep leaves 


a daughter, Miss Martha Rapp, of 
Brockton, and four sons: Walter C. 
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Rapp, in the leather business in‘ Bos- 
ton; Frank A. Rapp, of Auburndale, 
Mass., advertising counsel for various 
leather interests and on the Calf Tan- 
ners Advertising Committee; Henry 
Rapp, of South Braintree, and John 
B. , a of Brockton. 

The funeral, held at St. Paul’s Church 
in Brockton, Sunday, Oct. 26, was at- 
tended by leading officials of the State 
and city. 


Florsheim to Open Elaborate 
Store in “the Loop” 


Cuicaco (UTPS)—The Florsheim 
Shoe Company has leased the large cor- 
ner store in the beautiful new Number 
One La Salle Building, corner Madison 
and La Salle streets. The lease is for 
a period of ten years and at an undis- 
closed consideration. The Florsheim 
company manufactures all its men’s 
shoes in Chicago, conducts seven exclu- 
sive men’s shoe stores, and confines the 
sale of its product in the Loop to 
its own stores. This new shop will 
be its largest and finest store, and 
will have sales rooms on both the first 
and basement floors; the latter will be 
reached by a grand staircase direct 
from the first floor entrance. 

The store when completed will house 
the latest in improvements and fixtures. 
The plans are now being prepared by 
the same architects who designed the 
building, and they contemplate a layout 
that will lend itself to the architecture 
of the building. Present indications 
are that the store will open on Novem- 
ber 25. 

The Florsheim company selected this 
location because it is considered one of 
the outstanding men’s retail locations 
at this time, where as many or more 
men pass as anywhere else in the city, 
and will make it a convenient shop for 
their customers who are located in the 
many fine office buildings in the im- 
mediate neighborhood. 


Juvenile Shop Opens Bootery 


MIAMI, FLA. (UTPS)—The Juvenile 
Clothes Shop, Inc., doing business at 
N. Miami Avenue and Second Street, 
has opened a children’s bootery. The 
rear of the store has a section so con- 
structed as to resemble the front of a 
bungalow. Here the children may be 
fitted with footwear. The owners of 
the Juvenile Clothes Shop also own 
and operate similar stores at Miami 
Beach and Key West, and are planning 
to open additional stores in other parts 
. Florida. I. Aronovitz is the presi- 

ent. 


Henry S. Garfield Dies 


SyRAcuSE—Henry 8S. Garfield, who 
had been associated with A. E. Nettle- 
ton Company, of Syracuse, manufac- 
turers of men’s shoes since 1906, died 
Wednesday, Oct. 22. Mr. Garfield was 
well known in the shoe trade through- 
out the country, and had many friends 
in all branches of the industry. 


Selling Seven-Inch Boots 


STONEHAM, MAss.—The stock depart- 
ment of the Grover factory is having 
quite a business in boots, especially 
lace boots, 7 in. high, welt soled and 
leather heeled, these being in styles 
for street wear, not novelties, but con- 
servative boots of the better grades. 
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The First Colour Family of Spring. 


_ Patou Beige 
Domingo 
Taupe Fox 


Cloister Brown. .. . (Indies Brown) No. 


In All-over Shoes or in Combination. 


The Mew Crstle 


Samples by request to pa 1702 - 100 Gold Street, New York 
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WHERE TO BUY 

















Delivery Same Day Order is 
Received 


Priced to retail profitably aS 
1.50 to 5.00 Write for Samples 


KNICKERBOCKER MFG. CO., Kansas City, Me. 





"es 
a 
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Watch “Standard” Spats in 1930 
8. Rauh & Co., 650 Sixth Ave., New York 
—— 





To Retail at 
$1.45, $1.95, 


Sample orders of two dozen assorted from our stock 
will be shipped on ten days’ approval for comparison 
with any higher priced spat on the market. When 
ordering samples mention price range. 

IUustrated folder and price list on request 


GOLD SEAL, 722 B’way, N. Y. C. 








IDEAL 


Beg. Trade Mark 
Manolis Products Will 
Give You More Profits, 
Spats oo t 1.00 
Dez. on Tnchede Bose 
Rhinestones $2.50 te 
ies. Include Colonial 
MANOLIS MF@. CO. 


4248 Ne. Crawterd Ave. 
Chicage, tll. 








As Paris Views the Coming Styles _ 


[CONTINUED FROM PAGE 19] 


The Countess San Gust wore dark red 
velvet one-straps trimmed with gold 
with a red crepe frock. This model 
which is now being shown by Pinet 
was launched late in the summer by 
Greco. It has a gold kid ankle strap 
from inside throat to outside shank, 
where it buttons; from inside of ankle 
strap to outside vamp-throat runs a 
strap that divides into three and fas- 
tens, then is stitched onto the velvet 
vamp; open shank, gold kid heels. 
This is the newest model in an evening 
shoe seen so far. 

Julienne, Marouf, and several other 
smart houses .are making an evening 
pump cut very low at the shank, much 
like the classic bedroom slipper, and 
Bally has an improvement on this in 
green crepe de Chine with fine embroi- 
dery on vamp. The Bally shoe is 
merely curved on each side, giving a 
new line and clinging better to the foot. 
This. shoe was designed for Madame 
Clavel, reputed to be the richest and 
smartest woman in Switzerland. 

Satin has indeed come into its own 
again, and while crepe de Chine is still 
being worn satin is what all the big 
bottiers are making for their smartest 
clients. Plain white satin pumps with 
tiny border of silver, and diamond 
clips on outside vamp throat are the 
proper thing for wear with any of the 
new white evening frocks. Word comes 
from Worth as I am writing that their 
smartest customers are all ordering 
white evening clothes, even when the 
original models are in other colors. It 
looks like a white winter. 

Red and jade green are still the most 
youthful, and therefore the «martest 
thing for wear with black evening 
frocks, plain satin or crepe de Chine 
pumps with diamond clips. Gold and 
silver kid are used only for trimming 
and heels. If ore of the little velvet 
coats in color is used with a white 
frock, then the shoes must match the 
coat. Little lame coats are being 
shown for wear with black frocks, mak- 
ing what is called here restaurant 
frocks; with these coats black, gold or 
silver trimmed shoes may be worn, but 
it is more elegant to have shoes match 
the coat and, of course, the bag. 

There is a new material just out for 
evening shoes, a brocade crepe de Chine, 
the small design printed in satin on the 
dull Chine. There is also velvet on 
satin. Julienne is sponsoring this. 

An astonishing amount of brown 
patent is being combined with brown 
antelope. The most original model was 
seen at the Polo at Biarritz, worn with 
a Worth suit of brown, orange and 
black tweed. The model was a pump 
of brown antelope with vamp band 
pointed above and below and narrow- 
ing to the shank, which was of brown 
patent with perforated dots. The throat 
bordered with the same brown patent 
was from either side of vamp-throat 
in points, narrow over shank, widening 
at quarter and covering half the heel 
seam. Brown patent heels were used. 

All toes are moderately rounded and 
heels are fully an inch lower than those 
shown in America last spring. 

For semi-dress wear I should say 
that watersnake is the most fashionable, 
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perhaps sharing honors with lizard, 
though the lizard makes the whdle 
shoe, merely being trimmed with a con- 
trasting kid, while watersnake is always 
combined with antelope or plain kid in 
a darker shade of the same color. A 
throat-strap sandal of lizard is trimmed 
with black patent, whether natural or 
black lizard, open shank with narrow 
connecting straps which run up from 
vamp and join ankle strap. 

This model in black was seen at 
Biarritz, and is also the type shoe worn 
at the Ritz or George V at tea time. 
Black lizard pumps have binding of 
white with a cross strap outside of 
vamp-throat. Green lizard is combined 
with green cloth in an oxford, the up- 
pers of cloth, balance of the shoe of 
lizard. This combination of cloth 
matching frock or suit with kid was 
launched by Marouf early last spring, 
but has only just been taken up by the 
chic women. . 

When there are straps they are in- 
tricate, both for day and evening. The 
saddle strap, plain coming from shank, 
or from quarter and turning up at 
shank, is new, and makes of a plain 
pump a stout walking shoe. Scalloped 
motif is being used as trimming. __ 

Stand-up tongues are coming in. 
These new tongues are different from 
those of some years ago in that they 
do not have a buckle to join them to 
vamp-throat. Pinet has a_ beautiful 
model in afternoon pump of dark blue- 
green antelope with binding at vamp- 
throat, heel at quarter and sole of 
lighter green, and three upstanding 
tongues, two of light and the center 
one of dark green. All tongues on this 
model are scalloped. This model is re- 
peated in crepe de Chine, satin trimmed 
in all the popular evening shades, as 
well as brown and beige, black and 
white, and two shades of blue. 

Then there is a pump with open 
buckle on instep, or a big gold button 
on the outside shank. Large buttons 
will trim many of the winter shoes. 

Following the craze for black and 
white, Julienne has designed a black 
patent pump, plain black heel, and the 
entire surface of the shoe stitched in 
white in a plaid design; throat piping 
is black. This was shown at Worth’s 
opening with a black broadcloth suit 
trimmed with black fox and white satin 
blouse, embroidered black. The same 
model is being done in blue stitched 
red, brown, stitched beige, and dark 
green with light green. Black satin is 
stitched with silver, and has silver 
heels. 

At Longchamps recently when the 
weather was fine, there were many 
smart women, all in new autumn 
clothes. The shoes looked simple, being 
nearly all on pump lines, when they 
were not oxfords. The Comtesse Al- 
varo de Munoz was in brown velvet 
with dyed ermine coat, and wore brown 
patent and watersnake pumps. The 
brown patent vamps were cut on sides 
to show the beige watersnake, shanks 
watersnake, quarters, upper water- 
snake, lower rounding up to heel seams 
of patent, plain patent heel. This, of 





[TURN TO PAGE 68, PLEASE] 
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LPA 
TOUGHNESS: 


Other Salpa Advantages 2) THIS fine leather product resists wear to an unusual ex- 
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Economy. Salpa is supplied 

in rolls or sheets, minimiz- 
ing waste in cutting. Savings of 
20% to 50% are reported by 
users in various industries. 


Unirormirty. In the patented 

manufacture of Salpa, new 
leather cuttings or trimmings are 
reduced to their constituent fibres, 
which are then subjected to a de- 
tanning process. The fibres are 
then re-tanned, producing unusual 
uniformity, as each fibre is sub- 
jected to the tanning fluid. The 
fibres are then “re-hided”’* (or re- 
combined) and Salpa is produced, 
uniform throughout its length and 
width, in thickness, strength and 
workability. 


Finisn. Salpa is obtainable 
in a great range of colors 
and finishes. 


ADAPTABILITY. Salpa can be 
used in your present ma- 
chines and processes. 


WorkKasitity. The usual 
leather processes may be 


used on Salpa. 


WEIGHT. It often is possible 
to use Salpa in a lighter 
weight than natural leather. 


SpEED. Salpa’s qualities and 

characteristics make possible 
speedier and more economical 
production. 


Price. Salpa prices offer at- 
tractive savings. 





tent, and is especially resistant to abrasion or scuffing, 
wearing down more smoothly, with less fraying and fuzzi- 
ness. Its durability is remarkable, and its water-proof 
quality often adds to its value in the hands of users. Even 
in the most severe usage Salpa stands up remarkably, as 
witness this letter from H. S. Dickey, M.D., leader of the 
Dickey Orinoco Expedition, 1930: 

“It gives me great pleasure to report that the large roll of Salpa 
which you donated to my expedition to the headwaters of the River 
Orinoco, Venezuela, proved a welcome addition to our equipment 
in a number of ways. 

“It used to protect our stores and motors from the heavy rains, 
portions were converted into small tents, inner soles for boots, 
cases for cameras, photographic paraphernalia and scientific instru- 
ments were made from it, and we found it, under the most trying 
conditions imaginable, to be exceedingly durable, insect-proof and 
impermeable to moisture.” 

Temperature, moisture and severity of use were far 
more severe than Salpa will ever be called upon to meet 
in civilized portions of the world. That it could meet 
such conditions triumphantly is evidence of its ability 
to resist every kind of. wear. 


Shoes 


Sock and quarter linings are being made of Salpa, which 
is also finding applications, in grains such as snake and 
lizard, in women’s shoes. Salpa is also obtainable in- 
tegrally lined with various materials. Write for samples. 
America Salpa Corporation, 261 Fifth Avenue, New 
York City. 


A FINE LEATHER PRODUCT 


SALP 


*tanned-in-the-tfibre’* 


*Copyright 1930, American Salpa Corporation 
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WHERE TO BUY 
Spats 
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BOND STREET 


comprehensive, unique na- 
tional advertising—radio, 
national magazines, mer- 
packages. immediate delivery. 

THE WILLIAMS MFG. COMPANY, 


Ohio, U. &. A. 
eT te FG aE ti Et te OO 


GREATEST SPAT LINE 
THE INDUSTRY 


OF 
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WHERE TO BUY 


Children’s Footwear 








Approved by Medical Men 


As a fully ventilated 







is wunexcelied. 
known surgeons recom- 
mend its use. 
Burkley Shoe Co. 
1156 No, Main St, 
Brockton, Mass. 

















A Smart New Calf and Lizard 
Strap Acrobat er 


' 2 
SHAFT-PIERCE SHOE o., FARIBAULT, MINN. 














CHILDRENS 
FOOTWEAR 









with a bunion that did not also have a 
pronated arch. This piling up of the 
toes which results from walking off the 
side of them is a prolific cause of corns. 
I would almost dare to say that if the 
walk was off the end of the toes and the 
foot was permitted to function in a 
natural manner, there would be no 
corns. 

Another result of the bunching of the 
toes is that the flesh under the ball of 
the foot, just back of the ball, or where 
the toe bones connect with the-bones of 
the instep, is forced down and crushed 
so that blood circulation is impaired 
and usually a mass of callous forms 
there. Also, and for the same reason, 
callous forms under the ball of the 
great toe and along the outer side of 
the foot back of the little toe. This 
hard mass of practically dead flesh 
presses on the delicate nerves under it 
and may become exceedingly painful. 

I do not want to go into the matter 
of the blood circulation in the foot and 
leg further than to say that the proper, 
healthy action of the leg muscles has 
considerable to do with the return of 
the blood from the foot to the heart. 
‘Your doctor can explain that more fully 
and more intelligently than I can. The 
only point I wish to make here is that 
when the muscles of the leg that op- 
erate the foot are not functioning prop- 
erly, the circulation in the foot is im- 
paired and there is more or less swell- 
ing and soreness. 

This swelling and soreness occurs 
most often on the outside of the foot, 
just forward of the ankle bone, on the 
instep just back of the joint of the great 
toe and on both the inner and outer 
side of the heel, just under the ankle 
bone. If the foot is badly rolled over 
you will find another sore spot on the 
inner side of the ankle about three or 








Dayton Retail Club in 32nd 
Year 


DayToN, OH10—The Dayton Retail 
Shoe Club was organized in the good 
old days when most of its members rode 
their bicycles to meetings and occasion- 
ally had to walk them home. Among 
the old-timers still represented are John 
Schoenhals and P. J. Myers. A very 
successful reorganization plan was 
adopted recently at a meeting, at which 
Gregg Spraley was elected president; 
Edward Hageman, vice-president; Don 
Broughton, secretary, and John Schoen- 
hals, treasurer. Among those invited 
to attend were shoe men, buyers, store 
owners and salespeople of chain, inde- 
pendent and department stores. 

Mr. Spraley laid the new plans before 
the group, explaining the future inten- 
tions of the club in having good speak- 
ers from time to time, the value of ex- 
changing ideas, the good fellowship cre- 
ated among shoe men, the round table 
discussions interesting to all, and the 
educational value of being a member 
of such an organization. The result 
of Mr. Spraley’s talk at the last meet- 
ing was the signing of thirty-four new 
members with the expectancy of sign- 
ing about thirty more. Practically 









What Follows Flat Foot? 


[CONTINUED FROM PAGE 32] 


four inches above the ankle joint, along- 
side of the Achilles tendon. Another 
frequent consequence of pronated arch 
is the bruising of the nerves along the 
toes, causing a painful condition known 
as Morton toe. This usually occurs in 
either the third or fourth toe. There 
are other causes for some of the condi- 
tions I have described, but in the main 
they are caused by pronated arch or 
flat foot. 

But the trouble is not confined to the 
feet. In fact, in many cases, the first 
evidence that there is something wrong 
occurs in the leg. There is soreness in 
the calf of the leg, an aching soreness 
back of the knee and pain in the thigh. 
All of these symptoms are more pro- 
nounced after prolonged standing or 
much walking. They are an additional 
evidence, if more were needed, that the 
trouble originates above the ankle. In 
fact, the whole body balance is upset 
in proportion to the rolling over of the 
inner border of the foot. 

If the weakness is only in one foot 
the effect on the upper part of. the 
body may be easily detected by the 
lowering of the shoulder on the weak 
side. Where both feet are affected, 
both shoulders will sag forward, but 
even in this case you will usually find 
that one shoulder sags more than the 
other because the feet rarely flatten 
equally. It is hard to say just how 
many ills of the torso, or upper body, 
may be induced by this loss of bod 
balance, but certainly the effect is bad. © 





As Paris Views the Coming 
Styi-s 
[CONTINUED FI PAGE 66] 


all the shoes I saw .:s the most orig- 
inal, and certainly the newest. Her 
stockings were medium light beige 
openwork, 

Openwork stockings are used almost 
exclusively for morning or spectator 














sports, but with the afternoon shoes 
the regulation clocked stockings are 
still the smartest. Colors differ little, 
unless they may be a shade darker than 
last year. There is no change for eve- 
ning, as dark shoes are so seldom worn. 
If by chance a woman does put on black 
satin pumps or sandals, she may also 
wear cobweb black stockings. She may, 
but she does not very often, as they 
cost $5 here, and wear, with luck, one 
evening. 

The new evening gloves are all elbow 
length, in suede, bright green, red, blue, 
black, pastel colors and oyster. They 
are pulled tight to the elbow where 
there is a puff to cover the bone, this 
puff fastened with an elastic. Shoes 
must always match the gloves if they 
are a a color and worn with a 
black frock. For day wear gloves are 
either to match the coat or stockings— 
which means that white gloves, unless 
there is white fur, are not smart. Very 
mannish gray castor gloves are now 
being shown by Barclay. They have 
wide gauntlets open on the sides and 
are hand-stitched. Harry has gauntlet 
gloves in brown with suede on top and 
kid underneath, which are to be worn 
with any color coat so long as the shoes 





every shoe store in Dayton is now rep- 








t GH BASS & CO. _ Il Main St, WILTON, MAINE } 


resented. 
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are brown antelope. 
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On boys’ shoes, particularly their school 
and play shoes, suggest lacing hooks. The 
convenience of having a child able to lace 
and unlace his own shoes will strongly ap- 
peal to the parents. Boys, too, like them 
because they are quicker. 








TUBULAR RIVET & STUD COMPANY 
United Shoe Machinery Corporation, Selling Agents 
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WHERE TO BUY 
Slippers 





WHERE TO BUY 
Shoe Forms 
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Shoe Form Co.,Ine., Auburn, N. Y. 





WHERE TO BUY 


Shoe Fitting Devices 








BETTER SHOE FITTING 
WITH THE 
BRANNOCK SCIENTIFIC 

FOOT-MEASURE — 
Saves Sales—Makes Good Fitting Easy 


THE BRANNOCK DEVICE 
321 S. Salina Street, SYRACUSE, N. Y. 














WHERE TO BUY 


Dancing Sandals 
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For Aesthetic 
Dancing 


IN STOCK 
IN GREY AND 
FAWN. 


A SIDELINE 
MONBY 











HAVERHILL, MASS. 











Inaugurate Radio Broadcast 














St. Louis—The. McElroy-Sloan Shoe 
Co., makers of Billiken arch shoes, has 
inaugurated a new series of radio pro- 
frams, featuring the well-known “Pick- 
ard Family,” over the red network of 
the National Broadcasting Co., every 
Tuesday evening from 6:45 to 7 o’clock, 
Central standard time. The series be- 
gan Oct. 14. 

The Pickards, who are nationally 
known for their interpretations of the 
old songs and tunes of their native 
South, will appear as the “Billiken 
Pickards” in new roles, as actors as 
well as musicians. The programs are 
musical dramalogues, depicting the life 
4 an average Southern family of to- 


ay. 

The Billiken Pickards broadcasts will 
be heard from the following stations: 

WSAI, Cincinnati; KSD, St. Louis; 
WDAF, Kansas City; WOW, Omaha; 
KVOO, Tulsa; WBAP, Fort Worth; 
WOAI, San Antonio; WSMB, New Or- 
leans; WJDX, Jackson, Miss.; KTHS, 
Hot Springs, Ark.; WMC, Memphis; 
WSM, Nashville; WHAS, Louisville; 
WSB, Atlanta. 





Don’t Hitch Your Wagon to a 
Shooting Star 
[CONTINUED FROM PAGE 21] 


point. The second is more important. 
It looks from the outside, where the 
customers are, where the good will ac- 
tually exists. 

“A customer likes to trade where the 
policy of the institution convinces her 
it is her kind of store. She buys there 
even though she sees just what she 
wants in another kind of store. She re- 
alizes she is buying, not merely a piece 
of merchandise, but a tiny part of that 
institution. 

“One famous Fifth Avenue store, 
whose prestige is recognized every- 
where, keeps this motto constantly be- 
fore its managers: The Man With The 
Plan Wins. It is printed on all their 
forms. 

“This store, along with many others 
of its kind, furnishes eloquent evidence 
that business can still be conducted 
along sane, reasonable, thought-out-in- 
advance plans. 

“Its customers are still proud to 
point to it and say, ‘That’s where I 
trade.” It has kept to its course 
through fair weather and foul. 

“Consistency, my son, always builds 
a following regardless of whether or 
not other stores follow the same line of 
action.” 
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Women’s Winter Footwear 
Light in Weight 

Lynn, Mass.—Weight is a factor as 

Lynn shoes step in to the winter arena. 
Foot coverings of the feminine class 
continue to weigh 11 or 12 ounces to 
the pair. That’s summertime avoirdu- 
pois. Time was, as many shoe men, 
both makers and merchants, well re- 
member, when winter shoes for women 
averaged a pound to the pair. A few 
may remember the “battleship oxfords” 
of early this century, which were 
rugged enough to lick their weight in 
‘any weather. But times have changed, 
and ways with them, and the feminine 
foot is shod as light and as dainty as 
can be, when the wintry winds blow 
as well as when the hot summer sun 
shines: The 11- and 12-ounce types are 
the winners for this winter, as Lynn- 
ers see it, Yet a rumor of boots, welts, 
7 in. tall, comes along from the con- 
servative shoe world. 
‘ Shoes, of the mode of the moment, 
look smaller, as well as lighter. Black, 
the banner color of the year, tends to 
diminish size. An ounce or so is 
trimmed away from the ‘shank, so as 
to make it slim and trim. And various 
other devices, mechanical and construc- 
tive, are employed to reduce shoes to 
the plus ultra of 11 ounces. 

Physics have quite as much to do 
with shoes as styles. In fact, physics 
are a basis of styles. It would warm 
the cockles of the heart of any thought- 
ful buyer of shoes to see a Lynn ex- 

ert test leather to get the weight of 
it, the texture of it, and the “feel” of 
it. The touch tells. Sensitive fingers 
tell him if the sole be of exactly the 
right weight and flexibility, or the up- 
per of the proper texture and supple- 
ness. It’s all in the training. Make a 
shoe an ounce too heavy or a shade too 
cumbersome and the sale is lost. The 
light stepping lady has sensitive feet 
and an equally sensitive eye, and that’s 
why she’s particular about the weight 
and flexibility and other physical prop- 
erties of shoes, as well as the looks of 
the style. 

Immediate business is quiet, as is 
usually the case toward the year end, 
and, though questions of prices, grades, 
colors, lasts and patterns are still open, 
yet there’s a rising tide of confidence 
in the coming volume of business. And 
the study of the physical properties of 
shoes, as well as the financial and the 
cultural, which means style, goes on 
apace, if not more so. 











WHERE TO BUY 


Shoe Accessories 














Stop that PINCH with 
EVER-READY SKIVED 
VAMP BITE PADS 


We also make Ideal Felt Metatarsal Buttons, Built 
Teather Heel Pads, Felt Heel Cushions, etc. 


Security Shoe | Finding Mfg. Co. 
23 S. Wells St., ae CHICAGO 














Boot AND SHOE RECORDER 
combining THs SHop Reraiter, Nov. 8, 1930 











4 al 





ADVERTISING PAGSS 





THE 


VvvvVv 


IBusiness 
BB ARomeTerR 


wen OVES 


Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 








Business Changes 


CALIFORNIA—Los Angeles—P. D. Rosenwald 
Shoe Co. (Ltd.) ; boots and shoes; inc. authorized 


capital’ $25,000. 

ILLINOIS—Aurora—Michael Arneson & Staley 
(“Smith’s Shoe Store’) ; boots and shoes; part- 
nership dissolved. 

MAINE—Wood & Smith Shoe Co.; boots and 
shoes; ine. authorized capital $200,000. 

MASSACHUSETTS — Boston — Rose _ Citron; 
boots and shoes; filed married women’s certifi- 
cate. 

Haseltine Freedlander Corporation ; shoe manu- 
facturers; inc. authorized capital $100,000. 

Abraham I. Cohen; wholesale boots and shoes ; 
reported liquidating. 

Rose Jeghelian; slipper manufacturer; filed 
married women’s certificate. 

MICHIGAN—Detroit—Thomas J. 
Inc.; boots, shoes, etc. ; incorporated. 

NEW JERSEY — Perth Amboy — David W. 
Cohen (228 Smith St.); boots, shoes, etc.; re- 
ported sold out to Herman Stein. 

NEW YORK—Brooklyn—Warner Shoe Cor- 


Flattery, 


poration; boots and shoes; inc. authorized capi- 
tal $20,000. 
Buffalo—Buffalo Dollar Shoe Repair Co.; boots 
and shoes; inc. authorized capital $15,000. 
OHIO—Cincinnati—Charles G. Kline Antioch 
Shoe Shop, Inc. (Southwest corner Gest & Evans 
Sts.) ; boots, shoes, etc. ; incorporated. 
PENNSYLVANIA Schoenfeld-McCormick, 
Inc.; boots, shoes, etc.; inc, authorized capital 
$10,000. 
Jessup—Goodman & Feigenbaum (411 Church 
St.) ; boots and shoes; partnership dissolved. 
Scranton—Square Dashery, Inc.; boots, shoes, 
etc.; ine. authorized capital $15,000. 
Valley View—Valley View Shoe Co., Inc.; 
manufacturers; inc. authorized capital $25,000. 
SOUTH DAKOTA — Watertown — Lee Olson 
Co.; boots, shoes, etc.; reported liquidating. 
TEXAS—Wichita Falls—Loeb-Liepold Clo. Co. ; 
boots, shoes, etc.; reported selling or sold out. 
WISCONSIN—Oregon—L. G. Barry; boots and 
shoes; reported sold out to Leo Grady. 
Rhinelander — William Luck (“Luck’s Shoe 
Store”); boots and shoes; advertising to sell 
out. 





Failures, Embarrassments, Etc. 


CALIFORNIA—Salinas—B. J. DuBois; boots 
and shoes; reported petition in bankruptcy. 


CONNECTICUT — New Haven — Jack Kliger 
(795 Grand Avenue) ; boots and shoes; reported 
offering to compromise at 20 per cent. 


ILLINOIS — Chicago — Auburn Park Army 
Store, Inc. (7852 Halsted St.) ; boots, shoes, ete. ; 
reported assigned. 

Alex Paul (725 W. Madison St.) (427 N. 
Clark St.) ; boots, shoes, etc.; reported assigned. 


INDIANA—East Chicago—Joseph Silverman 
(4835 Alexander Ave.); boots, shoes, etc.; re- 
ported asking general extension. 


I1O0WA—Cedar Rapids—Matson Company, Inc. ; 
boots, shoes, etc.; reported receiver applied for. 


LOUISIANA—New Orleans—Lou Welsch (407 
St. Charles St.); boots, shoes, etc.; reported 
petition in bankruptcy. 


MASSACHUSETTS — Boston — Deacon Shoe 
Co.; manufacturers; reported assigned. 
Goldman & Waite (109 State St.); boots, 


shoes, etc.; reported petition in bankruptcy. 
_Holyoke—Morris Smith (‘Smith’s Self Ser- 
vice aos Shop”) (317 Main St.); reported as- 
signed. 


MICHIGAN—Detroit—G & P Shoe Store; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

S. Pallitz (8039 Gratiot Ave. and Harper and 
Baldwin Ave.) ; boots and shoes; reported peti- 
tion in bankruptcy. 


MISSISSIPPI — Greenville— Sam Stark (The 
Mississippi Store); boots, shoes, etc.; reported 
petition in bankruptcy. 


NEW HAMPSHIRE — East Rochester — Walk 
Shoe Co.; manufacturer infants’ shoes; reported 
assigned. 


NEW JERSEY—Plainfield—George Berkowitz 
(109 Watchung Ave.) ; boots and shoes; reported 
called meeting of creditors for Oct. 23. 
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NEW YORK — Albany — Kohn Bros.; boots, 
shoes, etc.; reported offering to compromise at 
30 per cent cash. 

Brooklyn—Samuel_ Bernstein (123 Ditmas 
Ave.) ; boots and shoes; reported called meeting 
of creditors. 

Norman Cantor (914 Kings Highway); boots 
and shoes; reported called meeting of creditors. 

Dan’s Shoe Stores, Inc. (489 Sutter Ave.) ; 
boots and shoes; reported called meeting of 
creditors for Oct. 27. 

Buffalo—Henry A. Seeberg (376 East Seneca 
St.); boots, shoes, etc.; reported petition in 
bankruptcy. 

John A. Turski; boots and 
petition in bankruptcy. 

New York City—Regina Shoe Co., Inc. (18 
East 16th St.) ; manufacturers; reported petition 
in bankruptcy. 


OKLAHOMA—Seminole—Sam A. Wilenzick; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 


PENNSYLVANIA — Philadelphia — Herman 
Godet (2734 Grays Ferry Rd.) ; boots and shoes; 
reported petition in bankruptcy. 

Benjamin and Fanny Wolodersky (3230 North 
Front St.); boots and shoes; reported petition 
in bankruptcy. 

Pittsburgh—A. T. Gabert (697 Washington 
Rd.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

Adolph T. Gilbert 
boots and shoes; reported petition 
ruptcy. 


TEXAS—Huntsville—Dave Singerman: boots, 
shoes, etc.; reported petition in bankruptcy. 


WEST VIRGINIA—Morgantown—Julius Glass- 
man (“Central Shoe Store”); boots and shoes; 
reported petition in bankruptcy. 


WISCONSIN—LaCrosse—J. L. Hagood (“Da 
Lite”) ; boots, shoes, etc.; reported assigned. 

Milwaukee—Julius F. Schmidt (1090 Licoln 
Ave.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 


shoes; reported 


(692 Washington Rd.) ; 
in bank- 
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New Shoe Stores 


Borger, Tex.—Moe Steinberg. 

Upper Sandusky, Ohio—D. E. Neikirk, S. 
Sandusky Ave. 

McCune, Kan.—L. E. Wilson. 

Greenville, Mo.—M. A. Randall. 

St. Louis, Mo.—Fairchild’s, 2643 Cherokee St. 

Sae City. Iowa—-Graham Department Store, 123 
W. Main St. 

Battle Creek, Mich.—Blick’s, East Michigan 

ve. 

Barron, Wis.—E. M. Jacob & Co. 

Russell, Ky.—A. R. Graham, Potter-Justice 

dg. 


Crab Orchard, Neb.—Frank E. Brown. 
Enon, Ohio—E. & E. General Store. 
Savannah, Ga.—Harry Marcus, 318 W. Broad 


New York, N. Y.—Warner Shoe Corp., Kings. 
Buffalo, N. Y.—Buffalo Dollar Shoe Repair 
Co. 


Tucson, Ariz.—Bracker Stores, Inc., 34-36 W. 
Congress St. 

Cameron, W. Va.—J. H. Nichols. 

Casa Grande, Ariz. — Western 
Store, 22 N. Florence St. 

Manitowoc, Wis.—Miller’s, Inc. 

Miami, Fla.—W. T. Grant Co. 

Oneonta, Fla.—W. T. Grant Co., 237 Main St. 

Charlottesville, Va.—A. W. Cox Department 
Store Co. 

New York, N. Y.—Stylist Shoe Shops, 
Flatbush Ave. 

Pawtucket, R. I.—Lynn & Brockton Shoe Out- 
let, Inc. 

Moscow, Idaho—David’s, Inc. 

Olympia, Wash.—Philip’s Shoe Store, 115 5th 
Ave. E. 

Texico, N. M.—A. W. Key. 

Coolidge, Ariz.—M. & M. Fdelman. 

Chandler, Ariz.—M. & M. Edelman. 

Phoenix, Ariz.—Persons Smart Footwear Shop, 
222 N. Central St. 


Department 
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Foster $9.85 Line Succeeds 
in Kansas City 


KANSAS City, Mo. (UTPS)—The in- 
troduction of a standard popular priced 
shoe at $9.85 has proved to F. E. Fos- 
ter & Co., here, after a trial period of 
nearlv a month, that price is a power- 
ful drawing card in the shoe retail 
business in Kansas City, according to 
H. A. Dixon, manager of the local shop. 

Foster & Co. are noted here for 
quality footwear, and the introduction 
of a more popular priced line came as 
the result of a two-year period of care- 
ful survey and comparison between 
Chicago and Kansas City clientele. A 
census showing that price was the at- 
tractive feature of shoes among local 
customers led to the launching of this 
new line of shoes by Foster on Oct. 1. 

“The test period has been a most 
successful one,” Mr. Dixon said. “The 
new low price has in no way cheapened 
our store, for we have the same class 
of trade we have always enjoyed. We 
have also added many new customers 
for whom the new price was the satis- 
faction of a long-felt demand.” 
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Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boor ann 
Snore Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 


A Buying Guide to 
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Alden, C. H., Co., Abington, Mass 
Athletic Shoe Co., Chicago, Ill 


Bass, G. H., & Co., Wilton, Me 

Best Ever Slipper Co., Brooklyn, N. Y 
Biarritz Sandals, New York City 
Blog Shoe Co., Inc., New York City 
Brooks Shoe Mfg. Co., Phila., Pa 
Brown Shoe Co., St. Louis, Mo 
Burkley Shoe Co., Brockton, Mass 


Capezio, New York City 
Chase, W. 8., & Sons, Haverhill, Mass 


Churchill & Alden Co., Brockton, Mass. 
4th Cover 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
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Crafts, C. P., Co., Manchester, N. H 

Crossett Shoe Co., Augusta, Me 
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